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Executive Summary 
 
 
 
i-mode is a hugely successful mobile data service offered by NTT DoCoMo as an 
added value service to voice subscribers. It is packet supported, uses high quality 
handsets. It was initiated through an official portal with low subscription charges, a 
unified billing system with revenue sharing, and has evolved to offer a wide variety 
of services. It generates massive revenues for DoCoMo, and more modest income for 
content providers. Initially conceived for professionals, the driving force now is 
young people, who use it mostly for peer-to-peer communication, and secondarily 
for various forms of entertainment. The reasons for success are thus similar to 
mobile telephony and SMS in Europe. There are two other successful operators and 
their strategies are interesting to operators who seek differentiation. 
 
Identification of services likely to succeed should be based on an understanding of 
the use of mobiles as personal tools, linked to communication and relationship, 
where timeliness and positioning are key factors, and where most content is created 
by users. Small scale experiences with Spanish teenagers confirm that 
personalization is a central issue, and provide indications of the context in which 
entertainment takes place, which games should attract interest, while also showing 
important differences amongst age groups and cultural differences with Japan. 
 
The strengths which DoCoMo gains from a loyal customer base, enforcing vertical 
integration, and thriving by providing a previously unavailable service cannot be 
translated to Europe; but lessons can be learned from the business models there 
especially from revenue sharing, and promoting the service through vertical 
integration, while keeping prices low. Better handsets and a packet-based system are, 
however, essential pre-requisites for the new type of services. Open portals 
supported by revenue sharing from operators seem to be an important key, with a 
price policy enabling teenagers to become market drivers. Emphasis is placed upon 
the significance of multimedia messaging, new types of games and personalization, 
and creative content services which take into account the factors of communication 
and relationship; but this analysis should be supported by early market tests. 
Financial services and advertising would require also deeper analysis. 
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A quick view of i -mode 
i-mode is the mobile data service offered by NTT DoCoMo, the largest mobile 
telephone operator in Japan.  i-mode subscriptions have grown explosively, rising 
from 1,000,000 in August 1999 (six months after launch) to 28,130,000.as of 
October 14th 2001. 
In total there are over 42 million Japanese mobile telephone users subscribing to data 
services.  DoCoMo’s chief competitors are: 
Ezweb (KDDI): 8,184,900 subscribers July 2001 
J-Sky (J-Phone): 7,896,800 July 2001 
Wireless enabled PDAs also achieve significant figures of around 1.5 million, albeit 
an order of magnitude lower than those for mobile phones. 
In Europe, in contrast, it is estimated that there are currently only 6 million active 
WAP users (rather than owners of WAP enabled phones). 
NTT DoCoMo, and their competitors have control of mobile terminal hardware 
specifications, and these include 
- i-mode button connecting directly to DoCoMo’s official portal, which cannot 
be reset. 
- scroll button 
- relatively large color screen 
- high quality musical ringing tones 
- based on an “always on” packet based network 
Users are charged by data received, rather than by time connected, and also pay a 
small fee for subscribing to some of the services which they choose.  i-mode charges 
are low, and the service is positioned as a low cost added value option. The business 
is, however, very profitable for DoCoMo.  In mid 2000 Funk estimated that 
DoCoMo received 1827 – 2327 yen per customer per month ($15 to $19 at today’s 
values).  The i-mode ringing tones downloads service alone was generating 6.6 
million dollars per month in revenues for DoCoMo in June 2000, and, given 
expansion in i-mode user numbers, it may be assumed that today this sum has 
doubled.  At the same date Bandai were making 1.2 million dollars a month in 
subscription charges for downloads of graphic images for stand-by screens. 
The content offered by i-mode has been described as a “semi-walled garden” portal 
system. DoCoMo select content providers to feature on their official menu, and in  
March 2001 there were 828 companies providing i-mode information services, 1,480 
official i-mode compatible websites. Official sites are allowed to charge subscribers 
through their telephone bill, although subscription charges have to be very low – 
about 2 € per month.  Users can also type in a URL to reach access about 45,000 
unofficial i-mode sites, portals and search engines.  Creating an unofficial i-mode 
site is a simple matter, as they are written using a subset of HTML, known as 
cHTML, and many are established by non-professionals.  Just as is the case with the 
Internet as a whole, there are a few profitable i-mode sites, but the vast majority of i-
mode web sites do not make money.  This is particularly true of unofficial sites, but 
even among official sites 47% do not charge for access. Content providers revenue is 
about one eighth of that received by DoCoMo. 
Recent technological innovations include Java enabled phones (more than 4 million 
users already), high speed third generation Freedom Of Mobile Multimedia Access 
(FOMA) system which is undergoing experimental trials, and handsets with cameras. 
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i-mode use, applications and business models 
41.7% of all Japanese mobile phone users employ terminals which permit the use of 
Internet services such as i-mode, EZ, J-SKY, etc. Half of those actually access the 
Internet, using electronic mail and retrieving information.   
As regards i-mode in particular, 30% of users are younger than 25, and more than 
60% are younger than 35.  In addition, people younger than 19 find it very difficult 
to establish a contract, so many of older subscribers are no doubt subscribing on 
behalf of their teenage children.   
i-mode phone subscribers spend 41.8% of their total mobile phone usage time for e-
mail (an average of 9.08 e-mail messages were sent and received per day), 34.2% for 
making and receiving calls (an average of 3.67 calls were made per day) and 24% for 
surfing i-mode sites.  Thus it appears that e-mail is the key application driving i-mode 
use.  This picture is reinforced when web site access is analyzed. In 2000 64% of total 
traffic to i-mode web sites (official + unofficial) was for entertainment, and 19% for 
information / news / weather, with all other categories in single figures.  Looking at 
unofficial sites alone, 42% was for financial and banking services, and 31% for 
entertainment, with all other categories in single figures.  Clearly entertainment 
attracts by far the most traffic, but the most successful services within this sector are 
those services providing ringing tone downloads, followed by those providing graphic 
images for standby screens.  When these basic personalization services are taken out 
of the picture, access to information comes a distant second place to use of the mobile 
internet for person to person communication. The users are nevertheless intending to 
use more information services in the future. There are strong indications that 
expenditure on i-mode type services is displacing other items such as CDs, media, … 
Only 10% of the subscriptions are business paid. 
Currently emerging applications involve e-commerce using terminals, and services 
linked to consoles. New forms of advertising have appeared in the form of discount 
coupons through the terminals. 
Applications have been sometimes classified as ‘must have’, revenue generating, 
differentiating, and ‘killer’, but we have found that this is not very useful. It is better 
to take a consumer/user approach where i-mode applications are used according to 
different properties, such as personalization, as the mobile phone is used as a personal 
tool or positioning, by supplying information depending on location; and timeliness, 
which enables service at any time or at just the right time. Content should be 
enhanced by these factors, otherwise it is not very well suited for the mobile 
environment. Another important factor is that most preferred content is generated by 
users. The use of i-mode type services is very different from that which might be 
expected from a publishing industry model. 
Peer-to-peer communication is the driving force and revenue generating. Our analysis 
of a group of entertainment applications which are teenager oriented has provided a 
framework which hypothesizes that their use takes place in fact in an environment of 
communication and relationship along different axes: individuality / sociability, 
connection with / disconnection from the world, reality / simulation; and also takes 
into account the ludic / practical, instrumental / symbolic uses of the terminals.  
Maps of these axes and corresponding attitudes appear later in this report. The 
motivations of teenagers for personalization, reinforcing their identity and feeling of 
membership of groups, have been examined; as have the comparison with other 
games platforms such as Game Boy or PC. The types of functions of the services 
also appear in a map later in this report. 
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Various business models have been used in Japan by content providers: user fee 
when charging users for accessing content; shopping  when selling products or 
services over the mobile Internet; marketing core when content providers offer 
marketing content to attract customers to the company’s core business and increase 
it; improved efficiency when the medium is used as an additional and low cost 
channel to reach users; advertisement when selling advertising space to other 
organizations; and revenue sharing when using content from other parties. As most 
revenue is generated by traffic, sharing is a key model, and mixing the different 
models is also a good strategy. 
Why has i-mode been so successful?  
DoCoMo, and their rivals, have created the world’s only successful mobile data 
services industry. Some (false) explanations which have been provided are: 
- the specificity of Japanese culture, especially with respect to technology, but this is 
not supported by research data 
- the use of cHTML, but this is very similar to WAP, and it should be remembered 
that WAP-based technology has also been successful in Japan 
- low internet penetration, which is true compared to USA, but not to Europe 
- high mobile penetration rate,  which in fact it is similar to Europe 
- use of Kanji symbols, which although questionable, would in any event be a small 
factor. 
We believe that the reasons for the success have been threefold: 
Industrial organization and business models 
The specifications of mobile phones are defined by operators rather than 
manufacturers, and this has led to the development of models which are optimized 
for the services which the operators wish to offer.  The use of the phone bill as a 
means for charging for services resolves many problems for service providers and 
users.  The combination of an official menu of approved services which pay a fee to 
DoCoMo, together with access to the huge range of unofficial sites which have 
developed, has proved very effective. 
An appropriate service offered to users 
i-mode enabled phones, and their competitors, are attractive to young users, and the 
content which they can access is colorful and fun.  46.7% of those who view content 
subscribe to for- fee content sites. i-mode has always been offered as a cheap, added 
value service in addition to classical voice telephony, and not, as occurred in Europe 
with WAP, as an outstanding and innovative experience. 
Special conditions of the Japanese market 
There has never been any short messaging standard in Japan that allowed users to 
send messages across networks or overseas. When i-mode was introduced it was the 
first time that users in Japan could send messages across network boundaries and 
access value added services that have been standard in Europe for years.  The power 
of NTT DoCoMo as Japan’s main mobile operator enabled it to establish i-mode as a 
standard within Japan. 
Thus the universal e-mail service which is a driving force of services in Japan can be 
seen as already available in Europe, in the form of SMS services on current mobile 
phones. Other i-mode services are based on terminals which are of better quality than 
current European ones.  It is no doubt true that many WAP services are of low quality, 
and that this is a reason why WAP is not more popular. It is also true, however, that to 
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move beyond those services which have been successful in the current generation of 
mobile phones there is a need for terminals with higher specifications. European 
phones do not have support for the larger screens, full color images cameras, and 
quality of music which have been so popular in Japan. 
Some part of the success can be given to dating and adult services, in some cases 
specific to the Japanese market. 
 
The European and Spanish situations and prospects for an i-
mode type development 
Europe has in many respects a hugely successful mobile phone industry with a unified 
technology standard, GSM.  Penetration rates are very high, particularly in Germany, 
UK, and Scandinavia, but are also significant in the less developed parts, and the 
number of mobile phones is higher than fixed link phones.  Mobile phones in Europe 
include the SMS messaging service which  has been a phenomenal success, with an 
estimated 20 messages being sent each month. Some very successful SMS based data 
services exist. Some of the elements of DoCoMo's success are not present in Europe. 
The industrial organization and business models are not, in principle, applicable in 
Europe to the same degree, and it is unlikely that operators will achieve the vertical 
integration found in Japan. European operators are burdened by subsidies of handsets 
and UMTS licenses. There is a dominance of pre-pay customers over subscription 
based, although income from the latter is twice the former. Current trends of charging 
in Europe do not favor the policy of cheap access and use followed by DoCoMo. The 
launch of WAP has failed, probably due to a mix of unattractive user interface, poor 
services, low quality of the handsets and transmission speed, high cost, marketing 
strategy towards professionals, price policy and lack of revenue sharing with content 
providers. 
In Spain the mobile penetration of 65% is high when compared to similarly rich areas 
of Europe, while fixed lines penetration is lower. The traffic on mobile phones versus 
fixed ones is in inverse proportion to the cost, which for fixed is 14% of the mobile. 
Revenue from mobile phone subscribers is about €42 per month, higher than the 
European average, but the average spending in telecommunications is lower. Internet 
penetration of 14% is lower in comparison to Europe, and its use by women is 24%, 
lower than in Europe. 
There is a huge demand for mobile data services in Japan, and we do not believe that 
this can be explained simply in terms of the special nature of the Japanese culture and 
economic system.  The mobile Internet has been embraced by millions of people, 
especially young people, and this offers hope to European operators, but there are a 
number of barriers to an equivalent success story in Europe.   
1) Manufacturers of handsets are under great economic pressure, and do not see any 
great advantage for themselves in investing large sums of money to develop larger 
color screens for their phones.  Nor is there support for full color in the current WAP 
standards. This greatly restricts the ability of operators to introduce attractive services.  
Agreement on a new standard including support for larger full color screens is 
essential if the Japanese experience is to be reproduced in Europe, and indeed it 
appears that WAP 2 will offer convergence with Japanese third generation standards. 
2) The prevailing business model has encouraged operators to build a market for the 
mobile internet by targeting business users and others who might be willing to pay for 
premium content.  Operators sought to attract users by offering exclusive content, but 
the result was impoverished and expensive services. This tactic has resulted in a 
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certain number of successful services being established, but has done little to establish 
the mobile internet as a mass phenomenon.  In Japan, on the other hand, DoCoMo 
quickly abandoned attempts to market i-mode to business customers, and 
concentrated on marketing to the key youth market, especially trend setting young 
women.  Content in Japan has always been largely non-exclusive, and this has led to a 
much higher rate of use.  The focus on premium services is gradually fading, and the 
introduction of GRPS and cheaper packet based charging for internet access will 
surely help in this regard.   
3) DoCoMo is not rushing to introduce a European i-mode.  The reasons for this could 
be: 
- DoCoMo’s success was based on an existing large and loyal customer group, who 
were enticed into i-mode as a cheap value added option.  Customers were charged for 
services through their existing phone bill.  In Europe customer loyalty is lower than it 
is in Japan, and pre-pay phones are ever more popular, particularly among the young 
who are most likely to be early adopters of mobile data services.  In addition price 
competition is very intense in Europe.  This makes it more difficult to invest heavily 
in launching a mobile data service at a low price and still be confident of achieving 
critical mass within a reasonable time scale.  It is also much more difficult for content 
providers to take advantage of centralized billing systems.   
- SMS is hugely successful in Europe, and it is not, therefore, possible for European 
providers to reproduce the history of i-mode, in which the provision of universal 
messaging was the motor for adoption of the service.  In Japan access to messaging 
brought with it access to the internet, and users learnt to make use of this added 
facility.  i-mode messaging, moreover, has an easy path to multimedia email, with 
attached images, sound files, etc.  This is the ideal outcome for mobile operators, 
whose future profit growth depends on increasing the data traffic per user. 
- The Japanese experience shows that data services which are priced very cheaply to 
the user can be enormously successful and can generate significant profits for mobile 
phone operators, but only when a critical mass of users has been convinced to use the 
new service. 
We have carried out two focus group experiences with groups of upper-middle class 
teenager trendsetters. The conclusions support the view that the mobile phone has 
become part of daily life, facilitating new types of relationships with friends and 
parents. It is used to project affective, relation and self-representation values; and it 
functions for identity, communication, sociability and entertainment purposes. There 
are, however, differences. Younger teenagers have a strong trend for personalization, 
and for relationship with their group of friends, which includes games. Older age 
teenagers value more technological possibilities, their own creativity, and more open 
relationships. Simulation and role games are more favored, and music is very 
important. When compared to Japan, the user attitude is more participatory than 
isolationist, which indicates the need of careful market testing of services. 
Some recommendations 
In order to achieve increased traffic flows, European operators will have to build on 
the communicative use of mobile data services, using access to information as an 
additional attraction, and branded portals as a marketing tool. In order to make a 
success of this strategy it is vital to overcome the lack of color support in WAP, and 
current hardware configurations.  
An important lesson from the Japanese example is that vertical integration can help 
significantly in the development of a new market. The DoCoMo portal provided the 
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users easy access to a lot of content whose quality had been checked (the so-called 
official sites). This model also provided a model of billing and revenue sharing, and 
as such, promoted the development of content providers. Nevertheless, the success 
has given birth to a much greater number of non-official sites, which are currently 
driving the market, especially with respect to entertainment applications. 
A recommendation for Spain would be to adopt this service approach where 
operators, or brokers (as Virgin shows) offer users easy access to selected content, 
with quality control, and also act as billing intermediaries. Nevertheless, success can 
come from many sources, and monopolistic approaches (such as exclusivity of the 
content) do not seem to be beneficial for take-up in this new market. In fact, we have 
noted that Japanese operators are currently offering more open access to services. 
Billing is also an important issue. Subscription charges would be difficult to 
implement in Europe, because of the prevalence of pre-pay customers, especially 
amongst the young people who are the most probable early adopters of the technology 
who could drive its success. A model of revenue sharing which takes into account this 
fact is needed, and virtual operators, such as Virgin (which offers its Virgin Xtras 
package) provide one possible avenue of development. Operators need to associate 
with service brokers and offer service providers fair models which promote the 
market. 
It seems that multimedia messaging systems and the like have the potential to be the 
driving force in the adoption of new mobile technologies.  They could also generate 
substantial revenues for operators, since multimedia messaging would involve greatly 
increased data transfer. Improvements with respect to SMS (while maintaining, of 
course, a unified messaging system) could be extremely important; sending electronic 
postcards, pictures, sounds could be a form of this messaging. It is also important that 
terminals have content creation capabilities, through sound or image capture, as it is 
now happening in terminals in Japan. 
The youth sector has to be looked after. As we have stressed, GPRS is currently   
aimed at a professional market, and this may be a successful strategy in the short term 
(we can recall that i-mode started as a service oriented towards professional).  It is, 
however, unlikely to generate a lot of services, large demand and corresponding 
traffic, which is more likely to come from younger age groups, and alternative uses of 
the technology. Professional services (banking, finance) will probably exist without 
good business revenue models, because the service simply adds new customer 
services at relatively low cost, and can be often offered for free because of 
improvements in customer relationships and potential savings in service provision. 
Teenagers are fascinated with the personalization aspects of mobile telephony.  
Technological means of personalization such as color images and high quality sounds 
seem to be candidates for driving a rapid increase in the use of the technology.  An 
enhancement to this functionality is to provide support for users in the creation, 
modification or appropriation of these media, so that they are used for communication 
and relationship as well. The older age group of teenagers are motivated by games, 
such as role games, or, more generally, collectively shared and innovative games; and 
also higher quality images, sounds and graphics. Media and sports related games or 
activities are another potential success area, as indicated by the link between many 
successful mobile activities and the media. The differences shown amongst the two 
age groups in our small scale study indicate that successful applications have to be 
careful to target the segments of the market. 
While we have concentrated on teenagers, because of their potential in driving the 
success of the market, other applications such as banking, or financial, are important. 
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They do not generate an important traffic, but are used extensively. This is shown 
both in the Japanese experience and in the short Spanish experience. Additional 
important aspects to be explored are publicity (where timeliness and positioning can 
play an important role) and payments through the mobile (although this would require 
probably some changes in business models). 
Some of the criteria for designing potentially successful applications discussed can be 
used for the current GSM technologies (and SMS). But most of the significant 
advances would need new technology (at least GPRS)  and improved terminals. 
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1. The i-mode business environment 
1.1 Technical conditions of the business. 
i-mode is a packet-based network, overlaid on DoCoMo's conventional cellular radio 
channels which handle voice traffic. i-mode phones are constantly connected to a 
wide array of web-based services, including email, financial service, games, news and 
other forms of information.   
Unlike WAP phones, the i-mode user does not have to make a call to establish a 
connection.  The phones are provided with a one-click button providing direct access 
to data services.  Users can, for example, decide that they want to look at a cartoon, 
find the cartoon, look at it turn off the device in a matter of seconds rather than 
minutes.  This seems to be a typical pattern of use, and this “always on" may be a 
significant factor in i-mode’s success. 
Users can afford to keep i-mode on all the time because they are charged for the 
amount of data they download, not per minute.  They pay a flat fee of 300 Yen (about 
$3.00) a month, plus 0.3 Yen per 128-bit packet, or about 4 Yen for send ing a 500-
letter e-mail or 20 Yen for downloading a weather report. 
 
The i-Mode content description language and application layer protocol are 
compatible with the Internet, but the service does not use TCP/IP, using instead its 
own Transfer Level (TL) Protocol. This decision was made in order to reduce the 
overhead incurred by the communications protocol, and so increase the efficiency of 
communication1. 
Websites intended for DoCoMo users are written in cHTML (c stands for “compact”).  
This is very close to standard HTML, and the ease with which authors can write sites 
has been proposed as one of the factors in the rapid appearance of tens of thousands of 
websites.  For an outline of i-mode compatible html see 
http://www.nttdocomo.com/i/tagindex.html.  The development of WAP sites in 
Europe is a little more complex, but the solution is technically superior to cHTML. 
Any web application written in cHTML is available to be seen by an i-Mode device.  
It is not dependent on being presented through the DoCoMo portal.  Some sites check 
to see if they are being accessed by a mobile phone before giving access to the 
browser.   
 
DoCoMo can detect which cell the user is within, but does not at present have 
information about the exact position.  Users have to enter their exact position into 
their phone, if they which to make use of location dependent services.  In the near 
future this is likely to change, and providers are gearing up to provide services based 
on precise positioning 
 
The screens of Japanese phones are much larger than European models, and offer 
color graphics and much higher resolution, while WAP phones have smaller screens, 
and only four shades of gray. Considerable effort is put into the style of the phones.  
The voice quality of DoCoMo phones, however, is not reported to be especially good, 
although this will change dramatically with the introduction of 3G phones. 
 
 
                                                 
1 Kikuchi, Takahiro, Nikkei Electronics Asia Issue April 200, Nikkei Business Publications inc.  
Available from http://www.nikkeibp.asiabiztech.com/nea/200104/inet_127160.html 
The prospects for i-mode in Spain and Southern Europe 
12  
 
           
 
 
 
Screen of D502i i-mode phone 2  P503i i-mode phone 
 
 
Ericsson A26283  Screen from a Nokia 83104 
 
Both these WAP phones are being actively promoted on their producers websites at 
the time of writing, but the graphic displays are extremely primitive compared with 
the i-mode phones above them. 
Technical innovations 
NTT-DoCoMo have a track record of innovation, and indeed NTT deployed the 
world’s first cellular phone system in 1979, two years before a system was established 
in Europe5. 
                                                 
2 Downloaded from www.nooper.com 
3 http://www.sonyericssonmobile.com/uk/spg.jsp?page=start  
4 http://www.nokia.com/phones/8310/design.html 
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NTT-DoCoMo have made a commitment to Java, and their implementation is known 
as i-appli6.  The service was launched on March 29th 2001, and by July 8th 2001 they 
had distributed 4,260,000 i-appli compatible 503i phones. Users can download 
applications to their phone, which can remain resident on the handset, opening up 
possibilities for a whole range of new services.  This is the first technical 
improvement to the core i-mode system since 1999.   
Experimental trials have also started with the high speed third generation Freedom Of 
Mobile Multimedia Access (FOMA) system began in October 2001, five months 
behind schedule, in a twenty mile radius area in Tokyo 7.  For FOMA NTT-DoCoMo 
have adopted specifications equivalent to WAP2.0, and they have stated that they will 
work to make its i-mode/FOMA service compatible with the WAP2.0 specification 
(released August 2001) as soon as possible 8. The system still has a few technical 
glitches to resolve, but is a whole generation ahead of what is available in Europe.  
The new phones offer the impressively fast connection speed of 384kbps. At 40 times 
faster than i-mode, this means quicker downloads of email and smoother web 
browsing, and the ability to transmit video, although at a lower than standard frame 
rate. The extra speed allows vo ice and data to be transmitted at the same time so it is 
no longer necessary to interrupt a conversation to receive an email. In addition it will 
bring the quality of mobile phone voice calls up to a par with landlines.  It is intended 
to bring the system to Europe at the end of 2002, through DoCoMo's partner 
Hutchinson 3G. 
The Panasonic P2101V, shown in the photos overleaf, is designed for the FOMA 
service, and has an integrated camera for videoconferencing, short movies or JPG 
snapshots.  The images of this camera are all by courtesy of Nooper Com9. 
 
 
       
                                                                                                                                            
5 Rischpater, Ray.  Wireless Web Development, p.2. Apress, Berkeley  ISBN 1-893115-20-8 
6 For more information see http://java.sun.com/features/2001/03/docomo.html 
7 Watts, Jonathan.  "Japan's Quantum Leap".  The Guardian, October 11th 2001.  
http://www.guardian.co.uk/internetnews/story/0,7369,567061,00.html 
8 DoCoMo press release, available at http://www.nttdocomo.com/new/contents/01/whatnew0802.html 
9 Image downloaded from http://nooper.co.jp/showcase/fomagallery/ 
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Panasonic P2101v.  There is a 
tiny camera just to the bottom 
right of the screen. 
The screen of the Panasonic 
P2101v.  The smaller figure at the 
bottom right is the phones owner, 
in a videoconference with the 
woman on the screen 
A jpg snapshot taken with the 
Panasonic P2101v 
 
1.2 Economic conditions of the business 
1.2.1 Present state of the mobile market in Japan 
The individual usage rate for cellular phones/PHS has reached 69.8%, amounting to a 
two fold increase in last three years.  The individual usage rate has increased by 9.9 
points in last year)  Usage rate for men in their 20s and 30s exceeds 80%, and seems 
to have reached plateau.  Current growth is led by women and males in their teens. 
DoCoMo’s revenues come from charges for traffic on the network, and to encourage 
i-mode use the company has supported the growth of content provision.  For more 
details see the section on the i-mode user profile below. 
1.2.2 Explosive growth of i-mode revenues 
i-mode has grown explosively since it was introduced in February 1999: 
 
Growth in numbers of i-mode subscribers 
February 22, 1999 Service launched 
June 28, 1999 Exceed 0.5 million 
August 8, 1999 Exceed 1 million 
March 15, 2000 Exceed 5 million 
August 6, 2000 Exceed 10 million 
November 22, 2000 Exceed 15 million 
March 4, 2001 Exceed 20 million 
July 8, 2001 Exceed 25 million 
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DoCoMo’s i-mode income comes from charges for data transmission.  The strategy 
for building i-mode profits has depended on creating critical mass, and in this it has 
been spectacularly successful.   
 
Funk, writing in mid 2000, states 
“The per-person i-mode revenues per month include a 300 Yen monthly charge, 
packet charges of between 1500 and 2000 Yen a month, and about 27 Yen in handling 
charges for the paid information services (110 Yen/US$). As discussed in the section 
on business models, DoCoMo collects the fees for the paid content services and 
extracts a 9% handling charge. Thus, DoCoMo makes about 2000 yen a month in 
additional revenues from i-mode on top of its approximate 8000 Yen a month in voice 
revenues (monthly and airtime charges) for about a 25% increase in revenues10. 
 
i-mode revenues 
Item Revenues for 
DoCoMo 
Revenues for 
Content Providers  
Total 
Revenues 
Monthly charge 300  300 
Packet charges 1500 – 2000  1500-2000 
Paid Services 27 273 300 
Total 1827 – 2327 273 2100 – 2600 
 
This range of income to DoCoMo is roughly equivalent to between $15  and $19 per 
month per subscriber. 
Multiplied by 25,000,000 subscribers this gives an income to DoCoMo from i-mode 
of between $375,000,000 and $475,000,000 per month. 
 
The Industry Standard places revenues in a similar range “Altogether, DoCoMo earns 
an average of $18.70 per month per user for i-mode services, on top of voice 
revenues.”11  
 
NTT DoCoMo now has a dominant position in mobile data transmissions, and 
immense reserves of capital.  New opportunities for expansion and profits are opening 
up, and the company has established strategic collaborations with a number of 
international mobile operators. 
 
i-mode is a new industry, but the industrial organization of the industry follows well 
established patterns.  Indeed, as Pikula points out, a core group of equipment 
manufacturers supplying DoCoMo have a long standing relationship with NTT or its 
previous incarnation MPT,  in some cases for over 100 years.  This group includes 
Fujitsu, Hitachi and NEC.  New firms have joined the relationship, such as Sony, 
Panasonic and Sharp, but the general picture is one of great stability.  Recently 
DoCoMo also seem to be willing to collaborate with foreign manufacturers such as 
Nokia.  DoCoMo maintains control of the design of handsets for the i-mode network, 
                                                 
10 Funk, J. L. The Mobile Internet Market: Lessons from Japan's i-mode System. The E-Business 
Transformation: Sector Developments and Policy Implications. 
 Table 2. i-mode-related revenues (Yen) per subscriber per month. 
11 The Industry Standard (2001) 
http://www.thestandard.com/article/0,1902,21643,00.html?body_page=1 
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and creates a specification for new models, putting them out to tender to their selected 
group of suppliers.  The suppliers then create competing models, and DoCoMo selects 
the phone which best meets their requirements.  The phones are sold as DoCoMo 
phones, and cannot be used for any other mobile network.  The ability to control the 
design of handsets is a key feature of DoCoMo's business environment. 
 
DoCoMo's strategy has been to build network traffic by encouraging mass adoption of 
data services. Thus they have made the price of entry as low as possible, and charged 
modest rates for downloads.  The cost of subscribing to i-mode services is low enough 
that it is good value, even if one only downloads an occasional new ring melody, or 
standby screen.  Once the user has subscribed, they are encouraged to make greater 
use of the network at very little additional cost, and when the user presses the i-mode 
button on the handset, they are immediately taken to the official menu of i-mode sites.  
DoCoMo selects the sites on the official with great care, but does not charge sites for 
inclusion.  As Kiyoyuki Tsujimura, managing director of NTT DoCoMo's global 
business department has said "You should stay quiet regarding content providers until 
you have 20 million customers.  It's a negotiation power game.12", and indeed there is 
discussion of the nature of the official menu, both from DoCoMo, who are 
considering the possibility of charging for inclusion, and from regulators, who would 
like to open up the menu to competition, and make the selection procedure more 
transparent. 
Accessing a non-official site involves choosing an option and typing in a URL. 
 
Marketing has also been important in establishing penetration.  In Europe operators 
sell phones through retail channels, but in Japan they are sold mostly through 
electronic discount shops, who sometimes offer phones produced by a number of 
operators.  DoCoMo pays an activation fee to the retailer for each new user, and this 
enables the retail channel to give discounts on handsets, and to retain a quantity in 
commission. They can choose to pass some of this commission on to the customer, 
thus undercutting the competition by reducing their profit margin, and consequently 
the price varies from store to store, and also according to the geographical area of 
Japan. The activiation fees are considerably higher than the equivalent in Europe, and 
this may have had a positive influence on consumer take-up13. Operators in Japan 
have also tended to give large subsidies on new handsets, and when i-mode handsets 
first appeared they were not greatly more expensive than any other new model on the 
market.  By May 2000 DoCoMo was selling only i-mode phones, and giving away the 
older models free, and this has no doubt been a contributing factor to the massive 
uptake of i-mode. A similar process is now underway with i-appli Java phones, which 
are gradually becoming more and more the standard choice among new users. This 
gives consumers a substantial improvement in functionality for a relatively small 
additional price, thus encouraging uptake of new technologies.  DoCoMo is able to do 
this because it is the sole supplier of terminals which can be used with their  service, 
and can so decide to what degree customers should be offered a choice between more 
advanced and simpler phones, and at what price. The P503i i-mode phone 
(manufactured by Panasonic) cost 31.000Y (approx US$260) when it was released in  
May 2001, and cheaper i-mode models cost around 20,000Y (approx US$165).  It is 
also possible, however, to pick up out dated models at a substantial discount. 3G 
                                                 
12 The Industry Standard (2001) http://www.thestandard.com/article/0,1902,24645,00.html 
13 Pikula, Victor. Mobile Internet Services in Japan. Identifying industrial organisation as a key factor 
for success. Graduation Thesis Rotterdam University, 2001 
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FOMA handsets are substantially more expensive, with the FOMA N2001 
(manufactured by NEC) reteailsing at around 40,000Y (US$335), and the video 
conferencing enabled FOMA P2101V model (manufactured by Panasonic) costsing 
approximately 60,000Y (around US$500).  This price differential is presumably 
because FOMA is not yet being positioned as a mass market service. 
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2. i-Mode user profile 
An overview of mobile internet access in Japan has been provided by Nomura 
Research Institute14, who state that 41.7% of Japanese cellular phones/PHS users used 
terminals which permit the use of Internet services such as i-mode, EZ, J-SKY, etc. 
Half of these customers who could access the Internet, using electronic mail and 
retrieving information actually do so in practice.   Nomura add that the younger the 
age group, the more likely they are to have terminals which can access the Internet 
and to actively use the Internet. Equal numbers of women and men possess terminals 
and they make equivalent use of the internet. 30.4% of users access the Internet every 
day.  
New users tend to take out i-mode subscriptions almost automatically as part of the 
packet, and 90% of new subscribers (including transferals) to NTT DoCoMo’s PDC 
network also subscribe to i-mode15. Consequently it may be anticipated that the 
proportion of i-mode users among DoCoMo customers is gradually increasing.  
 
In a survey of 400 single persons in their 20s in the Tokyo and Osaka/Kobe areas, 
94% percent of the group said they owned a mobile phone.  70% said they felt 
insecure going out without their phones, and 66.7% said they carried their phones 24 
hours a day. Over 83% said they used their mobile phones to set meetings with friends 
or to make dates with prospective partners.  The phone seems to be used as a means of 
facilitating face to face contact, rather than as a substitute, as 86.8% of respondents 
said they favored talking face-to-face over all other forms of communication, 
including mobile phones, home phones, written letters or email16.  
  
There is some evidence that the internet enabled mobile phone is displacing 
traditional activities, such as reading newspapers, listening to CDs, and using 
broadcast media. According to the results of a survey conducted by Dentsu Institute 
for Human Studies17 the amount of monthly spending in information services such as 
these among consumers in the Tokyo metropolitan area averaged at 35,594 yen. This 
is down 2.7% from the previous year.  This is a dramatic reversal in a market which 
had previously shown strong and consistent growth, and the results are confirmed by 
similar reports from the Japanese Ministry of Posts and Telecommunications.  It is not 
clear to what extent this is due to competition for the yen in the consumers pocket, to 
competition for the consumers leisure time, or to users accessing services on the 
phone which they previously accessed through other media. 
 
Narrowing our attention down to i-mode, when the service was first launched it was 
directed at businessmen, and the strong offering of financial services sites which 
remains in the i-mode official menu reflects this origin.  It became clear to DoCoMo, 
however, that while businessmen and women were an important market, the potential 
for growth among young people was much greater.  Consequently their marketing 
efforts were focused on young women, who have a reputation for setting trends for 
                                                 
14 Nomura Research Institute: Cyber Life Observations 
15 Pikula, Victor. Mobile Internet Services in Japan. Identifying industrial organisation as a key factor 
for success. Graduation Thesis Rotterdam University, 2001 
16 Survey by OMM Marriage information service, reported June 26, 2001 by Mobile Media Japan, on 
http://www.mobilemediajapan.com/newsdesk/singlesdeclare/   
17 "2000 Survey of Information Use Among Consumers", Dentsu Institute for Human Studies (DIHS), 
reported by Nikkei http://ne.nikkeibp.co.jp/english/2001/04/0424dentsu_mobile.html 
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Japanese society as a whole.  They selected a popular young actress and singer called 
Hirosue Ryoko to spearhead their campaign, pictured below, focusing on building the 
image of i-mode as a consumer product, rather than stressing its technical aspects.  A 
quicktime video of one of DoCoMo's publicity spots is available from the Web index 
on the CD provided with this report. 
 
 
At present i-mode is still popular among young women, but the user group for i-mode 
is becoming closer to that for NTT DoCoMo’s voice subscribers, and nearly half of i-
mode users (48.6%) do not access the internet via a PC18. 
 
The age spread for i-mode use in 2000 is shown in the following graphic 19  
 
i-mode users by age
-18
4%
55 – 64 
3%
45 – 54
16% 19-24
27%
35 – 44
17%
25-34
32%
65 +
1%
 
 
From this graphic it may be seen that the youth market is very important for i-mode.  
59% of i-mode users are situated in the 15 year range between the ages of 19 and 34, 
while only 20% of users are in the 20 year span between 45 and 65.   
                                                 
18 InfoCom Research Inc, reported by Mobile Media Japan 
www.mobilemediajapan.com/newsdesk/imodesurvey200010/ 
19 Graphic prepared using data from Devine and Holmaqvist, figure 9.  Original source D2 
Communications, 2000 
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It is noteworthy that only 4% of users appear as being under 18, which conflicts with 
the image of i-mode as appealing strongly to teenagers.  This is because it is very 
difficult for those under 19 to take out a contract for a phone.  Consequently it is 
reasonable to suppose that a large but undetermined proportion of the contracts 
appearing in the ranges 35-44 and 45-54 have in fact been taken out by parents on 
behalf of their teenage children.  The actual trend towards a young user profile for i-
mode is therefore stronger than that shown in this graphic. 
 
The trend towards youth is confirmed by an analysis in terms of employment activity.  
The largest group of i-mode users is students (45%), followed by people in 
employment  (39%), and others, mostly housewives (16%).20 
More than 60 percent of the i-mode users pay for themselves while just over 10% 
have the bill paid by their employer.  The remaining 30% have their bill paid for by 
another member of their household 21. Given that only 16% of users are housewives, it 
seems clear that, as one would expect, many parents are paying their for children's 
phone bill. 
 
More information about young users of i-mode is provided by an MCA survey of 
youth trends conducted in late 1999, with 3152 high school students and 2901 
parents/guardians 22.  The results showed that 59% of Japanese high school juniors -- 
68% of girls and 50% of boys -- have their own mobile phone.  
Of those without a mobile phone, two-thirds (67%) said they would use one if they 
could get their parents' permission.   
The average monthly phone bill among students polled was about 6,700 yen (US 
$58.80). Nearly 17% paid more than 10,000 yen (US $87.75) in mobile phone fees 
per month, while 2% had monthly bills of more than 20,000 (US $175).  One-third 
(33%) of the students said they paid the full cost themselves, while almost another 
third (32%) said their parents paid their entire bill.  
 
 
                                                 
20 Devine,Alice; Holmqvist,Sanna, Mobile Internet Content Providers and their Business Models 
footnote.  Masters Thesis, Royal Institute of Technology, Stockholm. p.  40 
21 Ibid, footnote 41 
22 Management and Coordination Agency (MCA) survey of youth trends, carried out late 1999 and 
released December 22 2000.  Summarised at http://www.internetnews.com/intl-
news/article/0,,6_548021,00.html  
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3. Other Japanese operators providing data services 
DoCoMo have a very high profile in the West, and there is very little awareness of 
other Japanese mobile data services providers.  In fact there are two other major 
operators, each with their own mobile data service: KDDI (EZweb service) and J-
Phone (J-Sky service).  these are running neck and neck in fierce competition.  While 
neither are major players in terms of voice traffic on a world scale, they both have 
very significant numbers of wireless data users, with a combined total of some 
16,662,900 data services users, as can be seen from the following table. 
3.1 Mobile data services providers, as of September 200123 
Mobile data services providers, as of September 2001 
Sep. 2001 
Services 
Increase Total 
Aug. 2001 
Total Groups  
i-mode  882,000 27,769,000 26,887,000 NTT DoCoMo Group 
EZweb 187,800 8,593,600 8,405,800 
(Total as of September 
30) 
au Group 
(7,297,800)
TU-KA Group
(1,295,800) 
J-sky 317,100 8,574,200 8,257,100 J-PHONE Group 
TOTAL 1,386,900 44,936,800 43,549,900  
 
 
It is of particular significance for our purposes that these two highly successful 
operators do not use DoCoMo's technical solutions. Indeed KDDI uses WAP, and as 
such is the world's only successful WAP operator.  Their success demonstrates that 
the relative failure of WAP in Europe is not due to some inherent failure in the 
standard, but rather problems with implementation, and the lack of appropriate 
business models.   
                                                 
23Source:  www.tca.or.jp/eng/daisu/ Regularly updated statistics on all Japanese mobile providers are 
available on this site. 
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3.2 KDDI 
The second largest mobile operator in Japan is KDDI, which was born out of the 
merger of DDI, KDD and IDO in Oct. 2000.  Its net consolidated profits were 13426 
million yen in 03/2000.  This year it cut prices dramatically to undercut the third 
largest wireless operator, J-phone, and it is also competing on other fronts. But after 
initial penetration by KDDI, J-Phone seems to have bounced back, as new users to 
KDDI dropped 30% in June, while J-Phone added 198,400 new users in the same 
month, up 32 percent from May, according to the Telecommunications Carriers 
Association24. 
 
In July 2001 KDDI introduced a UbiquinoX software layer which enables their 
subscribers to view sites designed for i-mode.  According to Argogroup, who produce 
UbiquinoX, content publishers should be able to view the language that a phone uses 
as simply an attribute of the device that the Internet operating system takes care of25.  
This approach is now being tried in Europe in software such as Xpedio in an attempt 
to overcome the limitations of present European WAP implementations without 
having to wait for the release of WAP 2. KDDI had previously used a conversion 
engine which provided only limited access to text only sites, but GIF are also 
supported, together with i-mode specific proprietary tags, such as sets of images and 
symbols known as "emoji." 
This, development is clearly good for KDDI, who earn data transport fees when its 
customers browse through content originally intended for i-mode users, while NTT 
DoCoMo receives nothing.  It is part of a general movement towards a unified market 
for  unofficial content providers, who suddenly have 7 million more potential 
customers, with no additional coding required.  
KDDI handsets are not fully i-mode compatible, however, as the 1,700 official i-mode 
sites accessed through the i-mode gateway server are not available, and i-appli Java 
applications are not supported. 
 
KDDI is being innovative in its approach to the business model for mobile data 
services. As of Autumn 2001 KDDI it will open up its third-party billing services to 
all wireless content providers, enabling them to charge content fees to EZweb 
subscribers via KDDI's billing infrastructure.  This too will set KDDI apart from both 
J-Phone and NTT DoCoMo, both of whom have yet to open up their "walled garden" 
network billing systems to general content providers. At present, all three networks 
subject content providers to a strict screening process before offering them third-party 
billing services26.   
KDDI will also open up its communications network to Internet service providers 
(ISPs) so that they can provide original content and services. But, KDDI said the 
timing of the opening of this network and the relevant costs will be discussed with 
ISPs on a case-by-case basis.   By allowing other Internet service providers to connect 
to servers of its communications network for the EZweb mobile Internet service, 
KDDI said subscribers to its "au" mobile phones will be able to choose any ISP they 
wish.   
                                                 
24 Reuters, July 13, 2001.  Source: http://biz.yahoo.com/rf/010713/t56986_2.html 
25 See Argogroup: Launch of Anymobile Removes 'Language Barrier' Between Japanese Mobile 
Services' June 21st 2001. AnyWhereYouGo Com. 
http://www.ayg.com/wireless/Article.po?id=1081986 
26 Source: MobileMediaJapan.com, GR 7/05/2001 
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3.3 J-phone 
Japan Telecom’s J-Phone service is the third largest player in the wireless operator 
market in Japan, and their net consolidated profit on 03/2000 was 17,546 million yen.  
As of the end of May, J-Phone held a 16% share in the domestic market, well behind 
NTT DoCoMo with a 59% share.  Nevertheless, on April 9th they claimed to be the 
fastest growing mobile phone company in Japan, having reached 10 million 
customers.  With 61% subscribing to the J-SKY Internet services at the end of March 
2001 this gives J-phone more than 6 million data services users.  J-phone have a 
reputation for appealing strongly to the youth market. 
J-phone handsets are not compatible with I-mode's content mark-up language, 
Compact HTML, since J-Sky is based on MML (multimedia markup language). To 
overcome this, however, Japan Telecom has developed software in partnership with 
Mitsubishi Electric Corp. to translate Compact HTML into MML. This facility is 
offered as a service to J-sky customers, called i-watcher, and costing 100 yen 
(US$0.84) per month.  So far i-watcher provides access to 150 free i-mode sites 
through the service so far, but by the first quarter of 2002, it plans to increase the 
number of accessible sites to 500, including subscription sites. 
 
This is a picture of a J-Sky enabled phone from the J-phone website. 
 
 
 
J-phone are also significant because they are controlled by a European operator, 
Vodafone, who may be expected to learn a great deal from the experience which they 
will be able to apply in Europe.  45.1% of J-phone is owned by  Japan Telecom, 
39.7% by Vodafone, and other shareholders hold the remainder. Vodafone however 
also holds 20.3% of J-phone indirectly through its holdings in Japan Telecom, for a 
total holding in J-Phone of 60%. 
 
Users of messaging services provide a base for operators to build traffic flows, and J-
phone has consistently introduced innovations in this regard, which encourage users 
to make more data intensive use of the network.  Their Yamaha LaLa mail service 
was the first to support simultaneous distribution of music, graphic images and text 
via mobile phone. Greetings for birthdays and special occasions can be sent easily 
with images and sound to mobile phones. J-sky also provides the La-La Tomo (La-La 
Friends) search function which supports profile and birthday searches, as well as 
searches for star-sign, blood-type, gender, interests and occupation, giving users 
additional search criteria in their hunt for potential friends. Searches can also be done 
based on a user's profile.  
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All new J-phone handsets have built in cameras so that they can send photos to other 
users, and this is a good strategy for multiplying the traffic by several orders of 
magnitude.  The fact that Japan Telecom, like KDDI and DoCoMo, can control the 
design of the handsets which their users own helps them in achieving such changes. 
Below is a photograph of a mobile phone camera from J-Phone’s website, and with 
the camera is incorporated into the back of the phone. 
 
 
 
 
The current top of the range is the SH-07 which has a digital camera with a 110,000 
pixel resolution.  This is low compared to most dedicated digital cameras, but just 
enough to take photos that fit the keitai's screen.  The quality of the photographs is not 
very high.  The images can be saved into a data library on the phone (which on the J-
SH07 has about half a megabyte of memory available).  They can then be mailed to 
other users.  There are also some basic editing features available such as rotating and 
cropping along with the ability to convert between PNG and JPEG.  At the moment J-
Phone do not provide any support for interacting with the camera via Java, but Java 
applications can access the data 
library27.  
J-Phone will be releasing new models with more memory and/or a flash for the 
camera. 
 
In November 2001 J-Phone released J-Sky Editor, a simple Windows application 
which can be used to author websites for the service, which should serve to increase 
the number of available sites, and thus increase traffic. 
3.4 Wireless PDAs 
Wireless PDA’s are undergoing rapid development in Japan, and projections suggest 
that shipments will grow from 1.4 million units in 2000 to nearly 3 million in 2005 as 
more people use them to access the Internet28. 
Sharp Corp. Japan's top PDA supplier, Sony Corp. and Casio Computer Co. have 
begun launching new models to tap rising demand. and Palm Inc., the world's PDA 
leader, is also stepping up business in Japan.  Toshiba Corp. and NEC Corp. will 
                                                 
27 Information on J-phone cameras from Gary James, Project Leader (Theta Team) Layer-8 
Technologies, LINC Media Group, in his message to the Keitai-l list “jphone/camera”, 23 June 2001. 
28 May 31, 2001, Nikkei Interactive 
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launch models by autumn, while Hitachi Ltd. and Fujitsu Ltd. are expected to unveil 
new devices next year. 
 Handspring will release in Japan a PDA personal digital assistant that also functions 
as a mobile phone as early as October 2001. The leading U.S. PDA manufacturer will 
market the device jointly with Tokyo Telecommunication Network Co. (TTNet), an 
affiliate of Tokyo Electric Power Co. The partners plan to promote the mobile 
terminal as easier to use than regular mobile phones. 
The Handspring VisorPhone PDA, available in the U.S. since late last year, will come 
with a built- in microphone and speaker and can be converted into a PHS (personal 
handyphone system) handset by inserting a card. The PHS technology was developed 
by TTNet. 
The PDA will also offer Internet access at a speed of 32 kbps. The partners will 
develop a special browser to make the screen as easy to view as a personal computer 
display.  TTNet will offer the mobile terminal mainly to individuals through its PHS 
sales network.  Handspring plans to sell more than 100,000 units, likely be priced 
between just under 40,000 yen ($326) and just over 60,000 yen ($489) in the first 
year. 
 
The numbers involved, however, are still very small compared with mobile phones 
with data services, but nevertheless Japan is the market where wireless PDA's are 
likely to have an impact first.  Despite the relatively small numbers, These devices are 
interesting because they offer an alternative model of mobile work, in which the 
functionality of the phone is added to a small computer, rather than the phone being 
the means of accessing a remote computer.  In some respects the  PDA model does not 
favor the wireless operators, since the functionality is largely present on the PDA, and 
the customer may use the PDA for hours without generating any network traffic.  In 
the USA a similar system, the Blackberry, uses SMS messaging to transfer data, but 
the number of messages which this system adds to the total traffic is surely miniscule.  
On the other hand, if users start using PDA's to access large documents on their home 
or business servers, then significant traffic could be generated.  It will be interesting to 
see if such functionality is actively promoted by network operators. 
Other commercial interests, such as hardware manufacturers, software houses, and 
service providers such as banks (who might prefer that their customers could carry out 
complex mobile activities, rather than telephone their support staff), may push the 
development of this model of mobile work.  It remains to be seen if this minority 
trend can achieve an impact on the entrenched business model of the wireless 
operators. 
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4. i-mode applications  
 
The applications which can be accessed through i-mode are divided into two 
categories: official (or premium) sites, and unofficial (or independent) sites.  On 
March 6th 2001 there were 1480 premium sites, and 40,053 independent sites29 A 
table of i-mode services and their suppliers is available in appendix 1.1. 
 
Official sites are selected by DoCoMo, and are included in the DoCoMo official sites 
portal.  Official sites gain from having improved access to traffic, branding, and 
secure payment systems, while DoCoMo obtains content which is unique to its own 
service, and which it can control.   
There is a button on the handset which provides direct access to these official sites, 
which are served through DoCoMo’s network, rather than over the internet.  Access 
to these sites does not require the user to enter a URL, and they can only be accessed 
from a mobile phone on the DoCoMo network.  The sites have to conform to strict 
guidelines.  Search engine services, links to unofficial sites, and community-based 
content, such as chat and bulletin boards, cannot qualify as official i-mode sites.  
There is intense competition to be included in the official list, and recently there have 
been demands from the government that the selection process be more transparent.  
DoCoMo takes a 9% cut of subscriptions, to cover the cost of administration, but does 
not at present levy other charges on content providers.  By no means all sites charge 
subscriptions.   
 
Jupiter Research recently surveyed i-mode official content providers and found that 
just over half were charging for content. 
 
CONTENT OFFICIAL I-MODE SITES CHARGE FOR30 
Don’t charge   47% 
Gaming  11% 
Sports/outdoors 5% 
Entertainment  4% 
Fortune telling 4% 
Shopping/daily life 4% 
Note: Survey excluded financial service sites. 
 
Anyone can create an unofficial i-mode site, by simply creating a website using 
cHTML, the variant of HTML which is used by DoCoMo.  This is a very simple 
procedure, and DoCoMo does not attempt to exercise any control over the nature of 
non-official sites.  Services have appeared which mediate between the end user and 
the unofficial sites, so as to make micropayments more secure. 
 
The number of English i-mode sites is very small, and directed at foreigners, so they 
are no use in terms of evaluating the Japanese market.  They do, however, provide 
some idea of the service.  i-mode sites can in theory be accessed from Internet 
                                                 
29 Nikkei, http://www.nikkeibp.asiabiztech.com/wcs/leaf?CID=onair/asabt/moren/124963, reported by 
Stephen Walker, keitai-l mailing list 03/06/01 
30 Japan.Inc, May 2001 http://www.japaninc.net/mag/comp/2001/05/may01_filter_key.html   
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Explorer, but a number of sites take measures to prevent this.  This can be avoided by 
using an emulator such as the web based iMimic at  
http://www.x-9.com/mimic/default.asp, which also gives a better idea of the service. 
There is a menu of English language i-mode sites at http://www.imodelinks.com/, and 
an a-z of English links at http://www.shinkansen.com/links/a.html 
There is a list of official English websites available at  
http://www.nttdocomo.com/i/index.html, but these cannot be accessed without a 
DoCoMo phone. 
 
4.1 The central role of e-mail 
The most important application available on i-mode is the e-mail service provided by 
DoCoMo themselves31.  This is shown by research carried out by InfoCom Inc into 
the reasons why users chose an i-mode phone 32.  The results are percentage responses, 
and multiple answers were possible.   
 
Reasons given for using i-mode % 
E-mail/SMS 82.4 
Voice 77.4 
Ability to receive e-mail anywhere 40.9 
Ability to send e-mail to non-i-Mode locations  36.8 
Ability to send e-mail anytime   34.4 
Cheaper e-mail  34.0 
Killing time 33.3 
Because friends use it  32.1 
Browse homepages 28.0 
 
Given that multiple responses were accepted in this study, and that the number of 
options in each category are not specified, it is not possible to add together the 
responses for the various e-mail categories.  Even taking into consideration only the 
highest response mentioning e-mail  (82.4%), this is still higher than the response for 
voice (77.4%).  Browsing homepages and killing time receive much lower scores.   
 
The central role of e-mail was confirmed by the MCA survey mentioned above.  22% 
of teenage respondents said they talked at least 10 times per day, while more than 
twice this number, 45%, said they sent 10 or more e-mail messages each day.  90% of 
students said that the main benefit of having a mobile phone was to keep in touch with 
friends more easily, 70% said they could talk freely with their girlfriend/boyfriend, 
and 66% said they could readily contact or be contacted by family members.  
Similarly a Nikkei Business Net study of June 2000 places take up of e-mail at 42% 
as opposed to 18.2% for the next most popular application (see appendix 1.2 for 
details). 
 
                                                 
31 The e-mail service provided by DoCoMo is described in English at 
http://www.nttdocomo.com/i/index.html.   
32 Morgan Stanley Dean Witter:  The Japan Internet Report.  Sept 2000.  Exhibit 67, p 61.  Original 
research by InfoCom Inc. 
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It is a common observation that young women are more focused on maintaining a web 
of personal relationships than are their male counterparts, and that boys are more 
interested in games and sports.  It might thus be expected that greater importance 
would be attached to e-mail among young women than young men, and this has been 
confirmed by a survey conducted by the NikkeiBP Internet Ratings Center33.   The 
picture is complex, however, since web browsing was considered relatively important 
among female high school students.  For university students on the other hand there 
was a clear polarization, with males placing relatively greater emphasis on browsing 
than females.  One interpretation for this change between age groups is the changing 
role of trends in group identification changes.  Thus, according to this interpretation, 
teenage girls would need to browse the internet with their phones in order to find the 
images and ringing tones which would identify them as members of a particular 
group.  As they grow up more sophisticated means of maintaining groups leads to an 
increased emphasis on  
The group which placed the greatest emphasis on web browsing was young 
businesspeople, who would be the most likely to make use of financial services and 
information services directed at travelers. 
Despite these variations, the overall picture is that all groups place greater emphasis 
on communicative activities than on browsing. 
4.2 Popular i -mode content 
Nomura confirms that of those users who make use of the i-mode facilities of their 
phones, 63.5% use mainly electronic mail, but adds that of those who use other 
services, the content accessed via cellular phones consists primarily of "melodies" and 
downloaded images34, with 65.1% of those who view content using primarily public 
sites35.  According to InfoCom Research, however, 46.4% of users have tried 
subscription services at least once36. 
Of those who pay monthly subscriptions for content, 36.5% spend less than 400 yen 
($3.25),  30.2% spend between 400 and 600 yen ($4.80), and 33.3% spend more than 
600 yen37.  The top-selling products have been ring tones and melodies (66.8%), 
followed by images and animations (38.9%) with premium content only being a 
relatively small sector of the market (37.2%) 38. 
A survey by the Japanese Ministry of Posts and Telecommunications, March 200039, 
provided a breakdown for services accessed by mobile phone, confirming that they 
were used by a relatively small proportion of mobile data services customers.  It is 
noticeable, however, that many more say that they plan to do so in the future. 
                                                 
33 The main conclusions of this Japanese language survey conducted in June, July and August 2000 
were reported by Mobile Media Japan at 
http://www.mobilemediajapan.com/newsdesk/mobileusagesurvey/ 
34 Nomura Research Institute: Cyber Life Observations, 2000, table 6 
35 Ibid. table 7 
36 InfoCom Research Inc, reported by Mobile Media Japan 
www.mobilemediajapan.com/newsdesk/imodesurvey200010/ 
37 Nomura Research Institute: Cyber Life Observations, table 8 
38 InfoCom Research Inc, reported by Mobile Media Japan 
www.mobilemediajapan.com/newsdesk/imodesurvey200010/ 
39 Cited in Morgan Stanley Dean Witter, The Japan Internet Report, September 2000, exhibit 68. 
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Uptake of data services by Japanese mobile phone users, 2000 
 Currently used Plan to use in the future  
Weather reports 14.6 34.9 
News 12.9 31.8 
Horoscope  9.4 22.2 
Sports information 8.3 24.3 
Public Transport Information 7.0 32.4 
Quizzes / Games 6.4 20.2 
Ticket Reservations  3.7 40.1 
Mobile Banking 3.6 27.5 
Ranking Information 3.2 17.7 
Stock Market Quotes 2.6 19.1 
Community Sites / Billboards  2.6 20.9 
Credit Card Statements  2.1 28.2 
Travel Reservations  1.9 30.2 
Chat 2.3 11.0 
Others  2.3 11.0 
(% of Responses from Mobile Data Service Users, as of March 2000) 
 
The popularity of the various categories is set out in the following table40. 
 
                                                 
40 eMarketer, Japan i-mode Content Categories by Percent of Sites and Traffic, 2000  
http://www.emarketer.com/analysis/easia/20010612_asia.html 
The prospects for i-mode in Spain and Southern Europe 
30  
 
 
As can be seen from the above statistics, by far the most popular category is unofficial 
entertainment sites.  This category includes download sites for ringing tunes and 
graphic images, games, information sites, and personal contact sites, and so the 
figures confirm the analysis made by Nomura. Major corporations have realized that 
this is a profitable way of leveraging their copyright holdings, and, for example,  
Disney have an official i-mode site called Disney- i.  This includes services such as the 
“Pooh Collection”,  with the “Pooh gallery” for standby-mode screens, “Pooh 
melody,” a collection of ring melodies, an introduction of the Winnie the Pooh 
characters and character-related goods41.  Users have to register the Pooh collection 
menu on their i-mode cell phone's “my menu”, and the monthly fee is 100 yen, or 
about 80 cents. 
 
The most popular entertainment site is Bandai, which claims to have " more than 2 
million subscribers, who each pay ¥300 ($2.75) per month to play the company's 
games on their i-Mode handsets" This creates $5.5 million in revenues in a single 
month for Bandai and DoCoMo, split either down the middle or 91% for the game 
developer and 9% for DoCoMo, depending on who invests in the host server and its 
                                                 
41 For more information, see  
http://www.nikkeibp.asiabiztech.com/wcs/leaf?CID=onair/asabt/moren/126869 
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location42. These services need not be sophisticated to be highly profitable.  Bandai 
“now bills more than $1 million a month to subscribers of its Itsudemo Charappa 
daily downloadable cartoon service. The most popular subscription-based i-mode 
service, Itsudemo Charappa features Pokémon-style characters that can be used as 
customized startup screens or simply as digital collectibles.” 
43.  
4.3 Frameworks for understanding mobile applications 
 
There are two established frameworks for ana lyzing mobile applications.  Firstly, 
from a business model perspective, they have been divided into the following 
categories44: 
• ‘Must have’ applications: applications which meet minimum customer expectations, 
typically based on prevalent offerings from competitors or from common services 
found in other media such as the internet (e.g. e-mail, news and weather updates).  
• Revenue generating applications: The backbone of the service. May include 
securities trading, health related emergency services and premium services such as 
gambling. May be combined in packages with non-revenue generating products.  
• Differentiating applications: Applications which do not necessarily generate 
significant revenues directly, but have the potential to attract customers and  
differentiate from the competition (e.g. dating services, device personalization 
features such as ring-tones, screen savers, etc.)  
This approach makes sense if the operator wishes to provide the whole range of 
services themselves.  The message from Japan, however, is that operators should 
make their money from data transmission, not from content provision.  The revenue 
generating applications available on i-mode are produced by third parties, and 
DoCoMo's charge only a small percentage for handling the subscriptions which they 
charge.  This approach also implies that the delivery of content to the user is the prime 
mobile data application, whereas our study suggests that peer to peer communication 
is by far the greatest revenue generator.  This emphasis on content delivery is stated 
more explicitly in a paper published by Cap Gemini Ernst & Young in 2001, where 
the author states "Today, users want ease of access; tomorrow, with the advent of 
number portability, users will want a range of services. For the first time, content will 
be king and the end-to end communication will largely become a “given”—a starting 
point from which service bundles can be created.45".  The failure of WAP has, 
however, demonstrated that premium content services are not an appropriate way to 
build the mobile data industry, and this approach runs counter to the successful 
strategy adopted by DoCoMo.   
 
                                                 
42 Mokka, R (2001) Keitai-l e-mail list contribution: How popular are i-Mode games? 
http://www.appelsiini.net/keitai-l/archives/2001-04/0170.html 
43 The Industry Standard. (2001). 
http://www.thestandard.com/article/0,1902,21643,00.html?body_page=1 
44 These descriptions are based on  Sadana, Aseem "Applications for 3G, the operator perspective"  
www.europemedia.net/shownews.asp?ArticleID=5119 
45 Costello, Jim. Partnering: The Essential 3G Challenge, Cap Gemini Ernst & Young, 2001. 
http://www.cgey.com/tmn/nmi/3g/downloads/3g_partners.pdf 
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A second model, this time describing the functionality of mobile data applications, is 
well summarized by  Devine and Holmqvist, who define three main opportunity areas 
for mobile applications 46: 
“Personalization refers to the fact that the mobile phone is a personal tool. Unlike the 
personal computer, a mobile phone is rarely shared between users but belongs to one 
specific individual. This opens great opportunities for customized content. 
Positioning is supplying relevant information to the user depending on his or her 
location at any particular moment. Services can be dependent or independent of 
location. Value can be added to the service by taking advantage of knowing the users 
current location, e.g. at the library, cinema, at a shopping center, etc. or even on a 
geographical basis, for example when visiting other towns or cities. This is the 
dependent aspect. The independent of position aspect are for services that the user can 
access at any location since the mobile phone is usually taken to wherever the user 
goes. 
Timeliness refers to updated information appropriate or adapted to a specific time or 
occasion. Just as in the case of position, added value can be a result from two different 
aspects of time: independency or dependency. Independent of time refers to the ability 
of being able to use the service at any time. Dependent of time refers to the possibility 
of being able to utilize the right content at just the right time.” 
Devine and Holmqvist conclude that content which is particularly suitable for the 
mobile Internet will add value in at least two of these key factors, and suggest that if 
content is not enhanced by these factors, then there is no particular reason to offer it 
on the mobile.  
This is a pertinent observation, and a number of successful i-mode applications 
certainly seem to owe their success to such factors, such as Reuters alerts when stock 
values reach a certain value, or travel information services targeted at businessmen.  
Our analysis, however, suggests that social factors also need to be added to this 
picture, as described in chapter 5 of this report.  In particular we would suggest that 
personalization involves a great deal more than the delivery of customized content to 
users which are based on their profile.  Rather it runs through a whole range of 
services and activities, especially activities initiated by the owner of the phone 
independently of the mobile operator, which serve to build the user's individual and 
social identity.  Positioning and timeliness are clearly very important factors too, and 
value added services which customize content in terms of these factors have a genuine 
contribution to make.  We would suggest, however, that these aspects of the mobile's 
capability make their greatest contribution by enabling users to access services at any 
time and any place, perhaps waiting in a queue, or stuck in a traffic jam.  They can 
connect to entertainment services, such as cartoons, news services, look at the menu 
in the restaurant for the evening, or check their mail.  Because i-mode is always on it 
easy for users to establish interactive sessions which last as little as thirty seconds, 
and it seems that this has helped to make this casual use of the service a significant 
factor in its success. 
Current models of mobile data services are essentially based on the publishing 
industry and professional services provision.  Such models, taking traditional 
industries as their starting point, and do not adequately describe the fixed internet, 
which has been built on free content and peer to peer communication.  The mobile 
platform is still more distant from traditional industries, in that the platform is more 
                                                 
46 Devine, A. and S. Holmqvist (2001). Mobile Internet Content Providers and their Business Models - 
What can Sweden learn from the Japanese experience? Department of Industrial Engineering and 
Management. Stockholm, The Royal Institute of Technology: 92. 
The prospects for i-mode in Spain and Southern Europe 
33  
deeply rooted in peer to peer communication than is the PC, and such traditional 
paradigms will consequently be inadequate for describing the strategic development 
of mobile data use. The two frameworks described above can stimulate valuable 
reflection on aspects of mobile data services, but our analysis of the Japanese 
experience suggests that it is more effective to focus of the useful functions which a 
mobile phone can fulfill in users' lives, and the meaning which these activities take on 
for users.  As regards i-mode it seems that the key functionality relates to maintaining 
contact with social groups, constructing personal and social identity, and in seeking 
information which can contribute to maintaining social contacts.   The use of the 
mobile data services as a professional tool also has a significant role, as does its role 
in the context of the family.  It is in contexts such as these which users view their 
mobile phone, and the successful operators will be those who best  understand how 
users view these contexts, and what services can be provided to support them in their 
interactions.   
 
4.4 Classifications of i -mode sites 
The table below presents the number of official sites available on i-mode in mid 
September 2000.  The total number of sites was 618.  The table shows the number of 
sites that were fee based, in total 217, and in what category these belonged to47.   
                                                 
47 Ibid, p.37 
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Category Sub-Category No. sites No. fee 
based sites 
News/Weather/Information General Newspapers 
Investment Newspapers 
Regional Newspapers 
Foreign Newspapers 
 
12 
1 
17 
5 
35 
8 
0 
16 
0              
24 
Mobile Banking National Banks 
Regional Banks 
Other Savings & Loan Associations 
10 
66 
167 
243 
 
Credit Card / Securities / Insurance Credit Cards 
Securities 
Insurance 
4 
7 
 
11 
 
Travel / Traffic / Maps Airlines 
Trains 
Hotels 
Rental Cars 
Traffic Information 
Maps 
5 
2 
5 
1 
2 
2 
17 
0 
2 
0 
1 
2 
2 
7 
Shopping / Living Tickets 
CDs, Games & Books 
Rentals 
Employment 
Cars 
Education 
3 
9 
4 
4 
4 
3 
27 
2 
0 
0 
4 
0 
0 
6 
Gourmet / Recipes Restaurant Information 
Recipes 
7 
2 
9 
3 
0 
3 
 Melodies / Images Melody Downloading 
Character Downloading 
19 
35 
54 
18 
33 
51 
Games / Fortune-telling Games 
Horoscopes 
16 
17 
33 
18 
33 
51 
Entertainment Music Information 
Prizes 
Sports 
FM 
TV 
Actors, Magazines and Pets 
8 
18 
18 
6 
34 
17 
101 
4 
8 
13 
0 
4 
15 
44 
Town Information / Administration National 
Regional Information 
1 
55 
0 
3 
Dictionary / Convenient tools General 
Delivery Services 
15 
9 
24 
5 
0 
5 
 
Since this analysis the number of sites has more than doubled, but the menu is only 
available in Japanese.  The categories of sites change over time, “E-mail” and 
“Regional Information” have been added since the analysis above, as has a suite of i-
area location based services48. 
 
Some of the special interest sites which have been successful may seem unlikely to 
outsiders.  For example in Dwango users specify a "fishing hole" location, decide 
                                                 
48 For details see http://www.nttdocomo.co.jp/english/i/iarea/main.html 
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which lure they want to use and put the phone down.  When the phone vibrates, they 
pick it up to see how many fish they've caught.  The Wild Bird Society of Japan has a 
site which enables users to identify and listen to birdsong49, while another offers a 
service enabling users to calculate how to divide a bill at a restaurant or bar amongst a 
group of business people, while taking into consideration the status of the group 
members. These applications make it clear that the particular mobile applications 
appropriate for a market will depend very much on local conditions. 
 
4.5 Financial services 
i-mode was originally aimed at business users, but the early adopters and trend setters 
were young women.  The financial services are still, however, strong.  Larger 
financial institutions manage their own services, but DoCoMo runs a server which can 
facilitate smaller institutions developing an on- line presence.  Because usage statistics 
are packet based it may well be that the download of a new Hello Kitty graphic takes 
registers more strongly than the transfer of $100,000.  The ability to access financial 
services, however, may nevertheless be an important factor in maintaining the loyalty 
of the large numbers of adult males who use the service.  
Nomura Research states that in 2000 13.1 % of citizens want to access banking 
services such as balance references, deposits, transfer of funds between accounts via 
cellular phones (up from 6.5% in 1999).  They also note that 12.0% of those who buy 
and sell investment-type financial products, such as stocks, securities, etc., check 
financial information such as interest rates/foreign exchange rates/stock 
prices/standard pricing for investment trusts, etc., via telephone/fax/Internet more than 
once a day. 
Reuters provide a service called ReutersMobile, which is targeted at financial market 
professionals.  The charge per user ID is 7000 yen per ID (with a discount for bulk), 
which while it is not expensive in terms of professional subscriptions, is orders of 
magnitude higher than the subscription charges for most i-mode services.  
ReutersMobile provides access to Reuters Japanese language news and real time 
financial information, including foreign exchange, stock prices, indices and 
commodities data. The data includes stock prices from the Tokyo Stock Exchange, 
Osaka Securities Exchange and JASDAQ; statistical information such as ranking; 
major world indices; spot and cross rates of major currencies; financial and 
commodity futures.  ReutersMobile includes a "Limit Minder" function so that users 
can receive an E-mail when the rate exceeds a set limit. Users can also customize the 
display with "My List" function to register the items they often refer to50. 
 
4.6 Emerging applications 
Electronic commerce (EC)  
DoCoMo believe that eCommerce will play an increasingly important role in their 
business.  As DoCoMo’s CEO said recently "Users should be able to pay for goods 
when they are shopping, pay for airline tickets with a mobile terminal, or use it pay 
                                                 
49 www.wbsj.org/zukan1/ or, with an i-mode capable telephone, www.maneki.co.jp/wbsj/i 
50 information from Reuters news release, 23rd October 2000, 
http://www.about.reuters.com/investormedia/news_releases/art_23-10-2000_id442.asp 
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for transport fares.  That, I think, is the biggest possibility for mobile commerce.51"  
To this end DoCoMo have started trials with cMode, a collaboration with CocaCola to 
implement a service known as Cmode.  Customers can purchase drinks by scanning a 
bar code on the screen of their phone, and with each purchase they accumulate points, 
which they can trade in for Coca Cola products, ring tones, digital logos, games, and 
so on  Trials run from September 3rd 2001 to the end of the year, and the machines are 
at present accompanied by a company representative who collects consumer 
feedback52. 
 
 
eCommerce is, nevertheless, a relatively minor part of both DoCoMo’s business and 
the Japanese economy as a whole.  Nomura Research53 tells us that only 7.6% of 
Japanese have used eCommerce, an increase of 2.9 points in the last half year. People 
in their 20s~40s are the main users.  19.4% of eCommerce users make purchases of 
more than 50,000 ($407.5) yen per year.  20% make purchases of less than 5,000 
($40.75) yen per year.  40% purchase between 10,000 yen ($81.5) and 50,000yen 
($407.5) per year.  73.7% of eCommerce is via PCs, and 31.5% via cellular phones. 
                                                 
51 DoCoMo's president and chief executive Keiji Tachikawa, Reuters, April 10th, reported on 
http://uk.news.yahoo.com/010410/80/bjmdq.html 
52 For more information on Cmode, see Wired News Report, March 28, 2001, 
http://www.wired.com/news/business/0,1367,42691,00.html 
and http://www.itochu.co.jp/main/news/news_010808_1e.html 
53 Nomura Research Institute, Ltd. November 8th 2000.  Cyber Life Observations, Japanese 
Consumers' use of Information and Telecommunications Equipment and Services.  
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Link up with console manufacturers 
One of the ambitions of NTT-DoCoMo, and other mobile operators, seems to be to 
transform their phones into connected games consoles, rather like the Game Boy and 
to support the integration of the phone with other games platforms.  In January 2001 
NTT DoCoMo and its partner companies have signed a memorandum of 
understanding with Sony.  This commits all parties to: 
1. Unite SCEI's PlayStation technologies and mobile Internet to create a new 
network service and related applications.  
2. Create an interface between mobile Internet terminals and PlayStation.  
3. Create an interface between PlayStation, a gateway server and the servers of 
content providers54.  
As yet this collaboration has shown few results, but the possibilities are clearly 
substantial.  The introduction of DoCoMo’s i-appli service, which enables customers 
to run Java applications on their phones, was a step in the right direction, but other 
more immediate initiatives are also being taken.  Sony, for example, has produced a 
cable linking Playstation video game consoles and i-Mode cell phones, which enables 
i-mode services to be shown on a TV monitor, such as mail and browsing,  and is also 
producing games which combine PlayStation and i-mode. 
Sega is also developing a new service to connect i-mode with games machines55.  
Users will be able to practice the games at home, smarten, or "nurture" the characters 
on the cellular phones, and compete with other players on the arcade game machines 
with the "nurtured" characters.  
 
 
 
                                                 
54 DoCoMo press release, http://www.nttdocomo.com/new/contents/01/whatnew0129.html 
55 http://www.nikkeibp.asiabiztech.com/wcs/leaf?CID=onair/asabt/cover/123881 
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5. Analysis of a group of successful i-mode 
applications 
 
Detailed analysis of market share and user profiles for individual i-mode applications 
is not available, no doubt because this information, when possible to gather, is of 
great commercial value to the developers.  Consequently we have chosen to examine 
an outstandingly successful group of i-mode services linked to the world of 
entertainment, which is far and away the most widely used sector of i-mode added 
value applications (other than messaging services). In this analysis the practical, 
emotional and symbolic values associated with each service are identified. The goal 
of this analysis is to establish hypotheses and theoretical and conceptual frameworks 
to facilitate visualization of general trends and to frame research with respect to 
specific social groups. 
 
Our analysis starts from a first classification of the different entertainment services for 
teenagers into three main groups: 
1. First, there is a group of services linked to the concept of ‘decoration’.  These do 
not involve any reconfiguration or basic alteration of the functions of the mobile 
phone but ‘simply’ its decoration or external ornament, either visual or acoustic. 
In this group we include services such as logos of favorite brands, images of 
famous people, of sports clubs, ring tone melodies, etc.  There are also services 
based on the world of  characters such as ‘Winnie the Pooh’, ‘Spiderman’, ... 
2. The second big group of services is one which we have labeled ‘games’, including 
a number of subtypes: individual, simulation, collective, ... 
3. The third large group that has been identified receives the name ‘information’. It 
includes a large range, going from practical information (GPS for localization in a 
town, weather information …), to services linked to questions (love, business, …) 
or even tarot. In some cases, depending on its use, tarot can be considered ‘game’ 
rather than ‘information’ 
We now describe the different elements and values identified in each of these 
categories. 
 
5.1. Decoration 
Within the category of visual decoration, we distinguish two large classes of symbolic 
actions linked to the building of identity: on one hand, personalization of the terminal, 
and on the other hand, symbolic membership of the individual to worlds related to the 
object / character of the subscribed service (Winnie the Pooh, Spiderman, surfer club, 
…) 
At the same time, each of these symbolic actions has some differential traits. In 
personalization, we distinguish identity building through choosing different services, 
from personalization of the terminal. 
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Identity  Personalization The user makes the phone his/her 
own(1.1.1) 
 
 
      Self construction of the users own  
character or personality (1.1.2) 
 
Membership  Of the reference world of visual  
and acoustic markers (1.1.3) 
 
 
      Of the collective world constituted by   
by the users of the markers chosen (1.1.4) 
 
 
We should also add an element of hedonism, pleasure and entertainment in terminal 
decoration. This element includes different aspects: 
- pleasure in the election and transformation of the gear (aesthetic game) 
- sensorial aesthetic pleasure as consequence of the visual markers 
- pleasure in finding novelties – discovery -, surprise in the transformations (in 
dynamic music and images, discovery of the unknown) 
5.1.2 Personalization 
The user makes the phone his / her own by marking it, by making decisions about its 
configuration. 
Relationship user-terminal: 
- Proximity of the user to the object, with which he / she can establish an emotional 
or affective relationship. The terminal is not a pure tool, it becomes a ‘pet’ of the 
user. 
- Domesticating the terminal, which strengthens the power of the user upon the 
object. The terminal becomes a familiar object, incorporating itself as a natural 
part of everyday life. 
- Individualization of the terminal. The user builds and owns a unique object. In this 
sense it can again partake of the ‘aura’ of art object. Mobiles tend to be 
homogenized and standardized, and the purchase of each different service is an 
opportunity for personalization of  the terminal and its transformation into a 
unique object. 
- The user becomes author / coproducer of the mobile. 
5.1.3 Personalization of the user 
- The user appears as the author of the ‘unique object’ which the terminal has 
become. 
- The user builds him / herself a specific personality – user identity – through the 
selection of markers (images, sounds, …)  that s/he has incorporated in the 
terminal 
- The user lets others see selected images or hear sounds, to endow him/herself with 
a specific personality trait. In this sense, the mobile is a social object. 
- At the same time as the technology (the terminal) is personalized, the personality 
of the user becomes technological. The more the technology is personalized, the 
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more the personality becomes technological. The mobile user is presented as an 
individual who likes innovation and ‘the latest thing’. 
5.1.4 Membership of the world of reference of the acoustic and 
visual markers chosen 
- The terminal is used to reassert membership of a real or imaginary reference 
world.  
- The user recognizes him/herself in the terminal (the terminal has the same 
personality as the user) 
- Through subscription to services related to hobbies, characters, … the user who is 
expert in them experiences the pleasure of rediscovery, of re-use of the known 
world manifested in new shapes and objects. It is a sophisticated pleasure. 
- The user appropriates the terminal, and also the world to which s/he wishes to 
belong to or be associated with. There is a condensation of the reference world 
into a fetish object, which is the terminal. 
 5.1.5 Membership of the collective world of users identified with a 
specific world of reference (characters, art works, …) 
- The user inserts him/herself into a (real or virtual) community of known or 
unknown persons through choosing a hobby or a character. The community may 
be more or less exclusive. 
- There is an acknowledgement from the company-service of the community 
defined by the topic. In return, there is a universe of those excluded (those who do 
not find in the services offered the symbolic worlds they identify themselves to). 
5.2 Games on the terminal 
- A functional object such as the terminal becomes a ludic tool. 
- In contrast to the computer: 
- The terminal enables the user to play anywhere, and in any 
circumstance. 
- The terminal makes possible instantaneous and ubiquitous 
entertainment. It allows total freedom to play. 
- In contrast to the Game Boy: 
- the mobile terminal is a multifunctional object 
- the mobile terminal grants an alibi for the game, which does not 
become associated to a childlike ludic activity; one can play 
publicly. 
- the mobile enables contact games 
- the type of game enabled by a mobile phone may have a 
compulsive character because of the instantaneous access and 
ubiquity. 
- games on the mobile allow isolation from the world – or to make a 
break -. In this sense, we perceive the opposition of the different 
activities enabled by the mobile object: connecting to the reality 
world (phone) / disconnecting from the reality world (games). 
Motivations for the game 
We explore here the main motivations which lead the user to play: 
- Pass the time. 
- Discover the game. Curiosity. 
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- Gratification. 
- Demonstration of ones own ability. Test oneself. Challenge. 
- Prizes. 
- Learning for reality. 
- Sharing the game. 
In the different types of game there are varying degrees of involvement, from which 
we establish four categories of games: competition, hazard, simulation and vertigo. 
In the game sample we have considered in our analysis, we note that the games 
offered are mainly competition / simulation (competition in a simulated world, similar 
to the most common computer games). They are games where there is no interaction 
with other users (except for comparing positions in a ranking). 
In this sense we detect gaps or types of games which have not been developed: 
- pure hazard games, such as betting on a number 
- pure simulation games, such as virtual chats, Robo-Robo, Big Brother, virtual 
walks, character simulations 
- vertigo games, such as optical effects, messages creating suspense, surprise, … 
It seems that there is a pure translation of videogames to mobile, with a consequent 
shrinking effect. The possibilities of the mobile as such should be explored. 
5.3 Information 
The type of information services identified from the sample are: 
· weather information 
· geographical or spatial information 
· cultural events 
· fashion, shopping information 
· advice: love, business (health is missing) 
· tarot 
· self-assessment -quizzes 
In our case, we will deal with information services which have some relationship with 
entertainment, namely: tarot, self-assessment, advice type services. 
Tarot, self-assessment, and advisory services address the personal needs of the users, 
and provides them with information about themselves. 
In tarot, the information obtained is related to what is going to happen to the user, to 
his/her becoming. Self-assessment services, on the other hand, deal with information 
about what the user is. In the case of advisory services, the information requested is 
related to what the user should do. 
These activities involve users in building their own identity, and suggest users who 
are unsure of themselves. 
In the case of decoration, the mobile terminal becomes part of the user. In requesting 
information services about oneself, the mobile is an authority which knows and 
teaches.  In this case, the technology is a purely instrumental technological means. 
There is an authority which does not have access to the user (user protection, privacy, 
ease of access, temporal and spatial). 
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Such services imply a user who is individualist, with elements of insecurity and / or 
narcissism. 
These services may have a ludic or practical component depending on the degree of 
credibility which the user projects on them (whether the user believes the information 
obtained). A common element is curiosity, which links the practical and the ludic. 
5.4 Some general considerations with respect to the mobile 
endowed with i-mode type services 
- From the types of services requested, we may observe a transformation from the 
window metaphor into the mirror metaphor. That is, the mobile terminal is no 
longer only a way of communicating to the world, of knowing what happens in 
the world, but also becomes a support for the user in building an identity into 
which one can project oneself, to build a special configuration of sounds and 
images in which the user wants to see itself reflected and with which s/he 
identifies his/herself. 
- The mobile is an instrument for building the user’s world and character 
(narcissism / solipsism) but mediated by the net, i.e. hypercommunication. 
- A fundamental axis for describing the basic values linked to services accessible 
through mobile is connection / disconnection, which the mobile turns into 
hyperconnection / hyperdisconnection. 
- Some mobile services create an illusion of sociability (belonging to the world of 
those who use Spiderman images, fan clubs) 
- The axes which are considered relevant for the exhibition of the values linked to 
the services analyzed are: 
o Connection / disconnection 
o Individuality / sociability 
o Reality / simulation 
5.5Graphics 
We now present some value maps, and a graphic representation of the analysis 
performed, and a description of the types of functions, services, values and attitudes 
of the services analyzed.  
5.5.1 Map 1: Basic functions of the mobile phone 
We propose a basic analytic grid, with the following axes: 
o ludic / practical 
o instrumental / symbolic 
This framework enables us to define four quadrants corresponding to different 
possible identity functions / types, obtained from the use of the different types of 
service offered by the mobile telephony and services available. 
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        Ludic 
 
       Game   Ludic  
identity 
Instrumental              Symbolic    
   
    
- Interpersonal            Practical 
             communication             identity 
   - Information               
 
  Practical 
 
The ludic / instrumental quadrant defines the game environment. The phone is used to 
play; unlike the instrumental / practical quadrant, where the use of the phone is 
strictly for communicating with the others – the traditional function of the telephone –
. 
The two remaining quadrants are on the symbolic side of the diagram. One of these 
defines the environment of the ludic identity (ludic / symbolic). This space relates the 
mobile to the world of tattoos and / or sports brands which define the user’s 
personality in the entertainment environment. The fourth quadrant is defined by the 
symbolic / practical characteristics. This space relates the mobile to other elements 
defining a practical identity, whose most typical expression is work clothes, the tie for 
the executive suit, … 
Taking into account the above analysis, this initial framework enables us to see that 
the mobile phone is undergoing an evolution from the instrumental to the symbolic 
(the world of personalization and identity) and from practical to ludic ( the world of 
entertainment and games) 
5.5.2 Map 2: User attitudes derived from the types of services 
A second framework which defines user styles, or attitudes implied by the services 
examined, is elaborated from the following axes: 
- sociability / individuality 
- connection to the real world / disconnection from the real world. 
This framework enables us to define quadrants identifying types / profiles of users, to 
which one can then attribute a series of characteristics. 
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        Sociability 
 
   Participatory   Escapist  
 
Connection to                  Disconnection from 
the real world             the real world
      
        
  Egocentric                     Isolationist  
     attitude              attitude 
 
  Individuality 
 
 
In the first quadrant, sociability / connection to the real world, we place the traditional 
phone services, such as direct communication, interconnection with reality. It is in 
this space that real sociability takes place (we also include chat services here). This is 
the quadrant of the participative user or style.  It connects to the world. 
In the second quadrant, connection to the real world / individuality, we place self-
assessment services, advice (love, business – finance), games / tests of self 
acknowledgement, tarot information, and general information services. The subject / 
style or attitude defining this quadrant is the egocentric. This is his/her world. 
In the third quadrant, sociability / disconnection from the real world, we place 
supplied game services, such as simulation games in which simulated communities 
are established. This user / profile may be characterized as escapist.  The user creates 
his/her world. 
In the fourth quadrant, disconnection from the real world / individuality, we place 
services such as puzzles, ability games, … where the users are isolated from the real 
world on an individual basis. This is the isolationist user, style, or attitude. The user is 
alone in the world. 
It is worth remarking that decoration services go through the four positions.  They are 
egocentric in as much as they contribute to users construction of their own 
personality. As this identity is mediated through the object, it serves the purpose of 
relating to the others (participatory attitude). This involves a communication of the 
identity. The development of the object constructed by the user, and sensorial and 
aesthetic enjoyment of it,  represents an individualistic, isolationist attitude. Finally, 
the decoration of the object, permitting a relationship with fictional universes 
(Spiderman, …),  connects to the user to an escapist attitude. 
The fact that the mobile decoration services can be approached from different types of 
attitude may explain the success of these services. 
Next, we list a series of characteristics defining the users / styles of each quadrant. 
5.5.3 Users profiles 
1. Participatory attitude  (axes connection / sociability):  
- active, interactive, extroverted, communicative 
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- define their identity through relationship to others 
- tribal 
- practical or ludic 
- competitive and/or collaborative 
- participative, secure 
- their goal is to connect to the world 
- they are with the others in the world 
2. Egocentric attitude  (axes connection / individuality): 
- narcissistic and/or insecure 
- worried about his/her identity, positioning 
- individualistic 
- his/her goal is to know him/herself to define him/herself and/or relate in an 
efficient way to the environment 
- s/he is the center of the world 
3. Isolationist attitude  (axes disconnection / individuality): 
- they tend to isolate themselves, be lonely 
- they are self sufficient 
- they tend to hedonism and simple entertainment 
- ludic 
- their goal is to feel at ease with themselves and forget about the environment 
- s/he is his/her world 
4. Escapist attitude  (axes disconnection / sociability): 
- they tend to create fantasies and build their own world 
- for them a game is a substitute for reality 
- the goal is to build simulated identities for themselves; by constructing a 
rewarding simulated environment which replaces the world. 
- the escapist is fantasy creator, defining another world, and traveling towards it 
- their goal is to feel at ease with themselves and forget about the environment 
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5.6 Scheme of the functionality of the different service types 
 
 Chat  Advice     Fan clubs   Heidi  
 Phone  Self-assessment  Surfers  Spiderman 
 
 Reality  Simulation   Reality   Simulation 
 
           Individual games 
   
     Communication  Suspension     Identity 
 
 
 
Types of Services 
 
 
This diagram sets out to describe an observed change which the services analyzed 
suggest to be fundamental to the use of the object ‘mobile phone’. From an object 
with a purely finalistic goal, to building the user’s identity. The phone is used not as a 
window opened to the world (connection to the real world, communication) but as a 
mirror built by users in which they can see their reflection; the individuals use the 
object ‘mobile phone’ for themselves, each seeing him/herself reflected in the phone, 
through subscription to different services. 
The type of services appearing as  ‘suspension’ in the diagram includes those services, 
mainly ludic (games, puzzles, …), used by the individual to disconnect from the real 
world, to take a break, to isolate themselves from the world by evading it through 
games. 
The first type of services (communication / reality coordinates) enables the user to 
communicate with other users. It is the classical instrumental goal for communicating 
with reality. They include services such as information provision, the traditional use 
of the telephone (to connect with others), for shopping and fashion, about the Fujirock 
festival, chat services, … 
The second type of services (communication / simulation coordinates) is characterized 
as communication services for the user, but where there is not necessarily a real 
person at the other end of the communication. Examples are self-tests, self- learning 
tests, advices where the user gets in touch with a not necessarily real third party, 
establishing a simulation of a real communication.  
The third type of services include all those games which facilitate ‘suspension’ of  the 
real world. These services have a large ludic component and do not intervene 
significantly in the building of the user’s identity. The individual does not 
communicate with the world – not even with a non real third party -, is not building a 
mirror onto which symbolically projecting his/her image; the game world allows 
him/her to become ‘suspended’. 
The fourth and fifth type of services position the use of the mobile phone as an object 
in itself, in which the user wants to see him/herself reflected, as a result of decisions 
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taken in the configuration process. These services support the configuration of the 
symbolic identity of the user (creation of the mirror where the user wants to see 
his/her reflection). Thus, the fourth type of service, defined by the coordinates 
identity/reality, includes ‘visual and acoustic decoration’ with a direct connection 
with reality (logos and faces of the favorite baseball players, surfers, … tunes from 
the ’40 principales’ …). 
The fifth type of services, defined from the coordinates identity / simulation, 
encompasses all those services which enable the user to configure his/her symbolic 
identity through characters, images, … without a real existence.  Thus the user builds 
a mirror not to reality, but rather to simulated, non existent worlds, for example 
services related to fiction characters, such as Heidi, Winnie the Pooh, … 
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6. Key factors in i-mode's success 
Many reasons have been given by various authors in an attempt to explain the 
enormous success of i-mode, which is all the more dramatic in comparison with the 
relative failure of WAP services.  We briefly discuss a number of explanations which 
we do not consider of special importance, discuss how the strong market position of 
DoCoMo has helped them introduce innovative services, and propose that the key 
factor in i-modes success lies in the historical development of personal 
communication services in Japan. 
6.1 The special nature of Japanese culture.   
In the literature discussing the success of i-mode there is considerable discussion of 
the special nature of Japanese culture.  It is certainly true that the Japanese love 
gadgets, spend a lot of time commuting, and that trends can be very powerful.  Other 
factors such as “typical” Japanese reticence and formality are more difficult to 
quantify. 
On the other hand the Japanese are subject to many of the concerns about technology 
which we share in the West. Japanese society is anxious about the information 
society. 
· anxiety or sense problems which might result from the leakage of personal 
information in EC: increase from35.8% two years ago to 47.1% feel. 
· The ratio of those who think that [socializing and communication with other 
people will be further enhanced] in an information-oriented society is still less 
than half, and decreasing. This is particularly true of those in their 30s.  
· Individuals who think that [one feels anxiety because one's own privacy may 
be invaded] are on the increase slightly. 
The practical benefits of information technology are, however, recognized: 
· anxiety or concern such as fearing that merchandise will be delivered 
differing altogether from what was ordered or that it is difficult to cancel 
merchandise ordered by mistake has decreased. 
· The number of individuals who think that [one's life will be made more 
convenient, in that necessary information can be easily obtained] is on a 
gradual rise. 
(Nomura Research Institute 2000) 
These results would not be surprising in a Western context, and suggest that the view 
of the view of the Japanese market as fundamentally different from Europe is 
misleading. 
 
6.2 Other possible explanations 
· It has been suggested that the selection of cHTML, which is very like HTML, 
made it very easy for developers to produce content.  This may have been true 
in the early days, but is no longer significant.  Creation of a WAP site, for 
example, is not very much more complex than creation of an i-mode site.. 
· It has been argued that wired internet penetration is low in Japan.  This is true 
relative to the United States, but not true relative to large parts of Europe. 
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· High penetration of mobile phones in Japan.  Japan is only 8th in the world in 
rate of mobile phone use, but it does have the largest number of mobile 
users56.  
· It has been suggested that kanji symbols are more efficient in terms of the 
information which can be represented in a small screen. This is difficult to 
analyze, since while kanji requires fewer symbols, those symbols have to be 
larger than Western characters if they are to be legible.  Whatever the truth of 
the matter, there is no reason to suppose that this is a determining factor. 
 
6.3 The importance of a powerful market position 
i-mode income comes from charges for data transmission, and DoCoMo's strategy for 
building i-mode profits has depended on creating a critical mass of users and 
encouraging them to make use of data services. In this the company has been 
spectacularly successful, and exploited to the full certain advantages which it enjoys 
in comparison with European operators. 
 
NTT-DoCoMo has built on an already very powerful position, since NTT was a 
government monopoly, and after privatization had a monopoly position in mobile 
telephony.  It used this to create a strong network and brand, which competitors have 
found it difficult to compete with.  DoCoMo has made use of this position by 
introducing i-mode as a cheap value added service to its existing customers.  They 
have also exploited their brand name by enabling service providers to bill customers 
through their DoCoMo telephone bill.  This has, at a stroke, resolved the  
micropayment problem which has so plagued e-commerce initiatives. 
 
As mentioned previously, DoCoMo also have also leveraged their very powerful 
position vis a vis phone manufacturers.  They tell a selected group of manufacturers 
what characteristics their new phones should have, and then select their preferred 
options from competing designs, in terms of price and quality.  DoCoMo then sell the 
selected phones under their own brand name. 
This has enabled DoCoMo to impose their own technical solutions on the market 
place.  For example all DoCoMo phones have an i-mode button which leads to the 
DoCoMo portal.  This cannot be changed to access another portal.  The specially 
designed phones also lock users into the service, because if they wish to change to 
another provider, they have to buy a new phone. 
 
These factors, together with the packet based technology, clearly place DoCoMo at an 
advantage compared with European operators when it comes to introducing 
innovative services such as i-mode, and they have no doubt made an important 
contribution to the company's success. 
6.4 The key role of personal communication 
 
It is questionable, however, that any of the above characteristics of i-mode have been 
determining factors in its success.  A mobile phone is a primarily a device for private 
peer to peer communication, and the addition of a screen and internet access has not 
                                                 
56 see Pikula, Victor. Mobile Internet Services in Japan. Identifying industrial organisation as a key 
factor for success. Graduation Thesis Rotterdam University, 2001, p23 
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fundamentally changed its nature.  This may be seen in the results of a survey 
conducted by InfoCom into time spent by i-mode users on the various activities 
available to them. The survey shows that i-mode phone users spend 34.2% of their 
total mobile phones usage time for making and receiving calls (an average of 3.67 
calls were made per day) 41.8% for e-mail (an average of 9.08 email messages were 
sent and received per day) and 24% for surfing i-mode sites.  
 
E-mail was most popular among teenagers and people in their 20s and 30s, while 
older people tended to use their phone mainly for voice calls.  There was also a 
tendency for women to use messaging to a greater extent than men.  It does not seem 
that the mobile nature of the communication was an essential factor, as 49.7% of all 
users said that they send and receive messages mostly when at home, 26.2% when at 
school or the workplace, and only 9.7% while in a moving vehicle (train, subway, or 
car).  The tendency for sending messages from home was higher among teenagers and 
users in their 20s.  This suggests that the convenience and privacy of having a private 
and immediate communication channel which is always available is the main factor, 
rather than the ability to remain in touch when other communication channels are not 
available57. 
This data was gathered in July 2000, when i-mode was becoming established as a 
major player in the telecommunications market in Japan, and it strongly suggests that 
personal communications, rather than access to third party information and services, 
was the force driving the successful establishment of i-mode.  This finding is 
supported by research carried out by InfoCom Inc, referred to on page 17 of this 
report, who state that the most important factor identified by users in their decision to 
buy an i-mode phone was the ability to use e-mail.  DoCoMo is well aware of the 
central importance of this service, as is made clear from its efforts to protect its 
customers from junk mail58.  These include giving a free 400 packets per month (120 
yen, about 1 dollar) to compensate for junk downloads, changing their addressing 
system, implementing systems to block span, and taking legal action against 
                                                 
57 The survey was conducted via InfoCom Research's i-mode homepage. Analysis was based upon 
3,698 valid responses collected between July 19 and July 31, 2000. The majority of the respondents 
were in their 20s (58.8%), followed by users in their 30s (23.7%). The average age was 26.25 years.  
Male respondents made up 53.7% of the group, with 45.9% women (0.4% unknown). In terms of 
profession, 46.8% were company employees, 19.3% were students and 12.6% were part time workers.  
A summary of the results is available at www.mobilemediajapan.com/newsdesk/imodesurvey200010/ 
58 DoCoMo press release, June 18, 2001 (incorrect date on document) 
http://www.nttdocomo.com/release/press.html 
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spammers, with the first injunction being served against a company on 29th October 
200159. Young Japanese users in not only use e-mail to maintain contact with their 
circle of friends, as is also the case with SMS in Europe, but also use it extensively to 
make contact with strangers over the e-mail.  It has been reported that 26% of teenage 
Japanese are in regular e-mail contact with people who they have never met, 
presumably often simply chatting or exchanging messages over BBS services60. 
 
Analysis of search terms 61 used by i-mode subscribers also supports this 
interpretation.  While it is sometimes difficult to interpret the search terms, the 
general pattern is clear.  
It is no surprise to find that the first and second most popular are for “ring 
melodies(1st)” and “screen pictures(2nd)”, which are personalization services which 
users consider essential, and which are known to generate enormous revenues in 
subscription charges.  Other search terms which are related to the basic functioning of 
the phone are “Cell phone”(25th); “503(Java-enabled i-mode phone”(26th); “16-note 
harmony”(27th); and “Screen”(30th).  
Two other terms are generic: “Free”(5th); “Search”(10th); 
Leaving aside these i-mode specific and generic search terms, 9 of the remaining 22 
search terms are for items related to personal communication.  These include the most 
popular remaining search terms, “encounter”(3rd) and “mail friend”(4th), together 
with “chat”(8th), “Adultery”(12th); “Mail”(15th); “Chain mail”(22nd); “Area”(24th); 
“Housewife”(21st); “BBS”(29th); 
There are also 9 search terms related to the “Entertainment” category: “Fortune 
telling”(6th); “Game”(7th); “PachiSlo” (Pachinko slot machine, 9th); 
“Animation(11th)”  “Ayumi Hamasaki”(a singer,13th); “Novel”(16th); “Morning 
Musume” (popular female group,17th); “Pachinko”(18th); “Movie”(20th); and “Horse 
racing”(23rd). 
Given that the majority of e-mail contact is sent to people with whom the user has had 
previous contact, and thus does not involve using search engines, the high showing of 
search terms related to personal communication is remarkable. 
  
The role of dating contacts and adult services 
It has long been recognized that sexually oriented content has been a major factor in 
the development of earlier internet technologies, and other supports such as CD and 
DVD.  For example, back in 1997, prior to the popularization of web browsers, the 
most popular search term for list servers was “sex”, with four of the most top twenty 
terms being specifically related to sex (sex, gay, adult, masturbation), and at least 
three others being strongly associated to sex (teen, enema, oral)62.   
                                                 
59 Yokohama District Court ruling 29th October 2001, reported by Kyodo News, and cited on Japan 
Today, http://www.japantoday.com/e/?content=news&cat=4&id=150017 
60 Management and Coordination Agency (MCA) survey of youth trends, carried out late 1999 and 
released December 22 2000.  Summarised at  http://www.internetnews.com/intl-
news/article/0,,6_548021,00.html 
61  Reported by JapanInc website: http://www.japaninc.net/mag/comp/2001/05/may01_filter_key.html  
Original sources: http://www.infoseek.co.jp/ (regular Web searches), http://iseek.infoseek.co.jp/ (i-
mode searches)   
62 Polled from 12,000 recent queries  by Forum One Communications 
http://www.onlinecommunityreport.com/issues/1997-06.html 
Newsletter: Editors: Dan Shafer, Jim Cashel  June 01, 1997 | http://www.OnlineCo mmunityReport.com 
The prospects for i-mode in Spain and Southern Europe 
52  
A similar pattern appears in statistics from today’s web search engines, where five of 
the most popular search terms are sex related: “sex”(1st), “Porno”(4th), “Nude”(13th), 
“xxx”(15th) and “Playboy”(19th)63. In Hong Kong the most site with the largest 
number of page views between October and December 2000 was Sexshare, when 
527,000 visitors downloaded 66 million pages64. 
Similarly Gene Kan, lead programmer of Gnutella, estimates that "searches for porn 
are a good chunk of searches -- around 30 percent at last check."65   
 
These are significant figures, and cannot be ignored in the history of the development 
of internet applications.  One might predict that this trend would be stronger for i-
mode than for the Internet as a whole, since the mobile phone is often the only truly 
private means of communication to which a person has access. In addition e-mail is 
more anonymous than a voice call, and more private than a PC based e-mail system. It 
is not surprising, therefore, to find reports of the importance of personal contacts and 
sex services to the growth of i-mode.  A best-selling directory produced by Softbank 
Publishing Inc, for example, cites 800 find-a-friend sites available on i-mode, and 
comments that they are used by all age groups66. 
 
The use of i-mode in dating services, personal contacts, "adult" services and 
prostitution, is neither publicized nor discouraged by NTT-DoCoMo, but the company 
goes to great lengths to maintain a positive image of the service, by keeping tight 
control over the official sites available on the i-mode menu. Sex related sites are, of 
course, banned, but the official i-mode menu does include the successful Bandai 
Networks games "Mail de koi shite" (love by mail) game for men, and the “My 
Prince” game for women (on the official i-Mode menu), in which players send love 
messages to a virtual partner, and receive replies which simulate a “real” relationship.  
The success of these games confirms the generally accepted perception that 
establishing and maintaining personal relationships over i-mode is an important 
motivation in the communicative use of the service. 
Interestingly, DoCoMo specifically excludes from the official menu any service 
which put strangers in contact with each other.  The explanation for this is often given 
as being potential liability for conspiracy if the service is used for criminal purposes, 
but it may be suspected that a major factor is the desire to avoid association with real 
life versions of "Love by Mail".  This interpretation is supported by appearance 
among the popular search terms of “Adultery(12th)”, “Gay”(19th), and 
“Housewife(21st)”.  Personal reports suggest that i-mode is indeed extensively used to 
set up liaisons for going out in the evening, either for entertainment or sex, both in the 
users home town, and especially when staying away from home.  “Delivery health 
clubs” (prostitution services) are also offering their services on unofficial sites, so that 
                                                 
63 Alexa Research: 
http://cyberatlas.internet.com/big_picture/traffic_patterns/article/0,,5931_588851,00.html 
While none of these search terms represents a significant fraction of all searches made, it does seem 
that they reflect a significant presence of sexual content on the web, and this has been confirmed by 
other surveys.   
64 http://www.security-informer.com/english/crd_sites_441356.html 
65 IndustryStandard, August 23, 2000. 
http://www.cnn.com/2000/TECH/computing/08/23/nearly.free.sex.idg/.   
66 French, Howard: Osaka Journal: Japanese Date Clubs Take the Muss Out of Mating, New York 
Times, February 13, 2001. 
http://www.nytimes.com/learning/general/featured_articles/010214wednesday.html 
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they can be accessed by i-mode phones67.  The pattern is corroborated by a reported 
surge of up to 40% in i-mode traffic between the hours of 10pm and 1 am.  
[davidm1@hotmail.com,  #21]  Somewhat different figures are given in (Naito, 
Nilsson et al. 2000), p. 6.   
 
We do not suggest that "adult" services have been the key to the success of i-mode, or 
that the majority of subscribers are setting up regular liaisons with strangers.  The 
extensive use of i-mode in this regard does, however, corroborate the proposal that 
personal communications are the key factor in the service's success, and for some 
sectors of the market this kind of application may indeed be a key attraction. 
 
 
                                                 
67  (keitai-l) Nick May (nick@kyushu.com) 08/08/01 
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7. The mobile phone market in Europe and Spain 
Unlike other major world market in mobile telephony, Europe has a unified 
technology standard, GSM.  This gives the market a number of strengths, and also 
conditions the kinds of innovations which can be introduced with the existing 
technology.  Europe has high levels of penetration compared with other areas of the 
world of similar size.  There are significant variations from country to country, but in 
a number of individual countries the number of mobile phones is greater than the 
number of fixed link phones.  Europe is also notable for the remarkable success of 
SMS messaging.  The immense size of this market is hard to grasp, but currently 
approximately 20 billion SMS messages are sent each month.  80% of these are 
personal messages, with the majority of these being in Western Europe and Asia 68.  
WAP services, on the other hand have failed to make any significant progress.  The 
European market may be distinguished from the Japanese market in that there are 
more prepay than postpay contracts. 
 
European operators carry a substantial financial burden, not only from the well 
publicized costs of auctions for licenses, but also in the cost of subsidies for handsets.  
These subsidies have been cut back substantially, especially in the prepay market, but 
in Spain they still average at 45% of the cost of the handset, with variations depending 
on the model and the provider69.  These subsidies, and the investments made in 
establishing widespread coverage, have been the motor for expansion of the market, 
but they are also the reason why it is difficult to reduce prices to European end users. 
7.1 The size of the market 
The rate of penetration varies substantially from country to country, with the countries 
of Northern Europe showing particularly strongly.  Figures from the International 
Telecommunications Union for 2000 for the European region provide an average 
penetration rate for 2000 of 26%, with individual countries rates being as follows: 
 
                                                 
68 Estimate from CiberPais, http://www.ciberpais.elpais.es/d/20010726/tecno/portada.htm#uno 
69  "LA CMT ANALIZA A FONDO LA COMPETENCIA EN EL MERCADO DE LAS 
COMUNICACIONES MÓVILES" 16 de enero de 2001, p.27 
The prospects for i-mode in Spain and Southern Europe 
55  
 
70 
The average penetration rate for the European Union, however, is somewhat higher, at 
approximately 50% in 2000.  More detailed figures on the European market, broken 
down by operator, are provided in Appendix 4. Given the fast rates of growth 
experienced in recent years, it is clear that many of the major European markets will 
soon reach saturation point in terms of the number of terminals in the market. This 
does not, of course, imply that there is no potential for growth in the use of services71.    
 
In Spain the telecommunications market as a whole has been expanding steadily over 
the past five years72.. 
 
Income to Spanish operators per inhabitant and per employee 
 Income per 
inhabitant 
(pesetas) 
Absolute 
increase per 
inhabitant 
% increase 
per 
inhabitant 
Income per 
employee 
(m. pesetas) 
Increase 
income per 
employee 
1997 67,032   27.4  
1998 73,747 6.715   10.0% 30.6 12% 
1999 88,835 15.088   20.5% 39.8 30% 
                                                 
70 These figures do not agree in detail with the figures provided by the Spanish state regulator. 
71 "LA CMT ANALIZA A FONDO LA COMPETENCIA EN EL MERCADO DE LAS 
COMUNICACIONES MÓVILES" 16 de enero de 2001,.  p.10 
72 CMT: El mercado de las comunicaciones en el ejercicio 2000.  Informe anual.   p.5 
The prospects for i-mode in Spain and Southern Europe 
56  
2000 104,610 15.775   17.8% 42.5 14% 
 
This growth is largely due to the tremendous expansion in mobile phone ownership in 
Spain. Between 1997 and 2000 the growth in penetration in Spain was as follows73: 
 
Penetration of mobile phones in Spain, 1997 – 2000 
 Rate of penetration % increase 
1997 11%  
1998 16% 50.9% 
1999 38% 133.7% 
2000 62% 61.6% 
 
Spain is the fifth largest European market, with 26,813,000 mobile users (see 
appendix 4 for details of European markets), and its rate of growth makes it one of the 
fastest growing markets in Europe, as shown by the following table: 
 
Increase in mobile subscribers, 1999 – 2000 
Spain 112.8 
Greece 100.2 
Holland 99.8 
Switzerland 93.5 
France 84.7 
UK 84.1 
Austria 82.4 
Belgium 80.7 
Ireland 72.2 
European Average 67.8 
74 
According to the CMT, saturation of the market may be expected with user take-up 
levels of 70% to 75%75, so it may be expected that growth will tail off rapidly.  
Operators will then have to look to increase income from existing customers, and it 
may be expected that competition for existing customers will also increase.  At 
present only 14% of Spanish traffic is generated by mobile phones, a proportion 
which is roughly proportionate to the price difference between the two sys tems76.  
This suggests that there is no shortage of potential demand for increased use of mobile 
phones should prices fall. 
 
                                                 
73 CMT: El mercado de las comunicaciones en el ejercicio 2000.  Informe anual.  p.44 
74 AMIEL Informe 99.  El Sector Electrónico y de Telecomunicaciones. P.62 
75 "LA CMT ANALIZA A FONDO LA COMPETENCIA EN EL MERCADO DE LAS 
COMUNICACIONES MÓVILES" 16 de enero de 2001,.  p.15 
76 Ibid.  p.18 
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From these figures it is clear that the mobile phone has been extremely successful in 
Spain, and indeed in 2000 operators have saw their income from mobile services 
surpass that from fixed lines.  Indeed demand for fixed lines is 16% below the 
European average, taking into consideration Spain’s gross domestic product.  Thus 
Spain occupies a relatively high position in the list of European countries in terms of 
mobile penetration77. In view of Spain’s relatively low level of general development, 
this is a very substantial level of penetration, and higher than, for example, the much 
more developed Germany, or France. The level of mobile telephone use in Southern 
Europe is still more remarkable if it is compared with PC and internet penetration. 
   
78 
Similarly Spain and Italy had only 14% internet penetration in 2000, when the 
average for Europe was 27%79.  There are many speculative explanations for this 
difference, including lower levels of education among the older generations, and also 
the better weather and more active street life in southern Europe.  Whatever the cause, 
it is clear that Spain and Italy are nearer the European norm in mobile phone 
penetration than they are in Internet access.   
                                                 
77 Claxion Content Services. “Spain is different”, pero Italia y Francia también”.  December 2000.  
http://www.claxion.com/informes/int/00-12-19_spain_is_different.htm 
78 http://www.emarketer.com/analysis/eeurope/20000920_cdivide.html 
79 Claxion Content Services, ibid 
The prospects for i-mode in Spain and Southern Europe 
58  
It is of interest that in June of 2001 the number of home users of Internet in Spain had 
risen to 4.165.00080.  The proportion of men over 18 was 61.6%, while women over 
18 were 23.9%.  This places Spain well outside the European norm, which is 53.7% 
for men and 30.4% for women, or the near equality in the US81.  This low 
participation of women in the Internet could be interpreted as suggesting that they are 
therefore particularly likely to use mobile phones for messaging, and thus represent a 
contributing factor to both low Internet penetration and high mobile penetration.  
7.2 The main mobile operators in Spain 
According to a recent government report on competition in the communications sector 
the overall situation is as follows82: 
- Telefónica Móviles (Movistar) Mature, with a consolidated market and entering into 
a stage of the business in which it seeks to increase income and profits by promoting 
consumption.  This group emerged from the pre-liberalization monopoly state 
telecommunications provider. 
- Airtel-Vodafone: In a phase of consolidating its market share, and seeking to 
increase the profitability of its clients. 
- Retevisión Móviles (Amena): A new operator which has rapidly implemented initial 
investment and is seeking to gain market share by increasing the size of the market 
(new users) 
 
The income which these operators received from mobile operations was as follows. 
 
Income from traffic (millions of pesetas) 
 1999 2000 Variation  
Telefónica Móviles España 298.855 404.098 39% 
Airtel-Vodafone  130.168 179.280 38% 
Retevisión  Móviles 12.431 64.333 418% 
Total 432.454 647.711 50% 
83 
The average mobile phone subscriber’s bill in Spain is between 7,936 and 6,600 
pesetas, which is in the upper range for Europe.  Nevertheless, average spending on 
telecommunications among the Spanish population is below the European average.  
This suggests room for growth.  The high level of billing may be due to the fact that 
infrastructure in Spain costs more than the European norm.  Spain is one of the 
European countries with best coverage, but also one of the lowest population densities 
(78 inhabitants/Km2), with a mountainous terrain which makes additional demands 
on the system.  Operators have claimed that these conditions make the costs of their 
networks 50% higher than the average for Europe84. 
                                                 
80 Claxion Content Services, ibid 
81 Jupiter research, Evolución del uso de Internet en España en el primer semestre de 2001. 17th June 
2001  http://es.jupitermmxi.com/home.jsp 
82  "LA CMT ANALIZA A FONDO LA COMPETENCIA EN EL MERCADO DE LAS 
COMUNICACIONES MÓVILES" 16 de enero de 2001, p.32 
83 Table created with data from "LA CMT ANALIZA A FONDO LA COMPETENCIA EN EL 
MERCADO DE LAS COMUNICACIONES MÓVILES" 16 de enero de 2001, Chapter 2, p.19 
84 "LA CMT ANALIZA A FONDO LA COMPETENCIA EN EL MERCADO DE LAS 
COMUNICACIONES MÓVILES" 16 de enero de 2001, p.22 - 26 
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The three operators mentioned above all have licenses for third generation UMTS 
services, in addition to their present GSM services.  A fourth license has been 
adjudicated to Xfera85, a new organization whose major shareholders are the Finnish 
group ACA / Sonora (34%) and  
Vivendi / FCC (31%).  Xfera had been hoping to obtain 2G spectrum so as to 
establish an initial range of services, but the Spanish Ministry of Science and 
Technology has refused to allow this.  As a result Xfera is set to shed 440 of its 700 
employees, and to delay launch of services until UMTS becomes available, scheduled 
for 2003.  Sonora is also considering paralyzing its investment in the company86. 
 
7.3 Prepay 
One of the features of the European market, and one which distinguishes it from 
Japan, is the predominance of prepay systems, which in 2000 overtook postpay as the 
most popular form of payment in Europe87.  Prepay has some obvious advantages for 
operators: they save on the cost of setting up and running a billing system, they get 
their money up front, and they have no bad debts. Nevertheless, the relationship 
between these customers and their provider is weaker than the relationship between a 
customer with a regular billing system in place.  DoCoMo have shown that the regular 
phone bill offers a way of resolving the problem of micropayments, and of trust in e-
commerce applications, creating significant opportunities for operators to leverage 
their relationship with their customers.  These opportunities are much more limited 
for prepay customers, who are, in addition, particularly price sensitive.  This situation 
is particularly unfortunate for operators, as young people are the most likely to use 
prepay systems, and they are also the most likely early adopters of added value data 
services.  For example, Vodafone in the UK had more postpay customers than prepay 
(three million postpay, two million prepay), but the prepay customers sent more than 
twice as many SMS messages as the post-paid users.88 
Some operators are attempting to change this situation by focusing more on postpay 
customers, and in 2001 Orange, the French owned leading UK mobile phone 
provider, removed subsidies on prepay phones, and then raised prices in an effort to 
move customers to more profitable services.  This has been successful, in that prepay 
customers accounted for 32% of growth in the third quarter, as opposed to 73% in the 
previous quarter.  Nevertheless, Orange still has 8.6 prepay customers in the UK, as 
opposed to 3.6 on a contract tariff89.  An alternative strategy is to include bundles of 
mobile data services in the prepay offering, as are VirginMobile with their 
VirginXtras bundle provided to all customers90.   
 
                                                 
85 Company website at http://www.xfera.com/home.cfm 
86 Information from http://www.europemedia.net/shownews.asp?ArticleID=6019, and other articles on 
the same site. 
87 White Paper, Winning with Prepay 
88 Mobile Lifestreams white paper: Success 4 WAP, February 2001.   
89 Guardian, Monday October 8, 2001, “Orange focuses on contract customers” 
90  For details see http://www.virginmobile.com/mobile/xtras/xtras.html 
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In Spain the proportions of Prepay to Postpay are as follows: 
 
Numbers of  prepay and postpay customers, 1997 – 2000 (p 68) 
 1997 1998 1999 2000 
Prepay 
customers  
 2.188.731 9.240.000 15.736.656 
Postpay 
customers  
4.040.901 4.248.713 5.763.708 8.528.403 
 
 
Percentage changes in number of customers, 1998 - 2000 
 1998-1997 1999-1998 2000-1999 
% increase prepay  322% 70% 
% increase postpay  36% 48% 
% increase total 59% 133% 62% 
 
Despite the larger number of prepay customers, the postpay customers generate more 
income for operators.  The total income generated by postpay customers was 428,997 
million pesetas, while nearly double the number of prepay customers generated only 
218,714 million pesetas.  For a breakdown by operator, see Appendix 4 
It is interesting to note that J-phone has recently introduced a prepay service.  
DoCoMo also has a prepay service, but it does not allow users to make use of full i-
mode services. 
 
7.4 SMS 
Perhaps the outstanding characteristic of the European market is the immense success 
of SMS messaging.  SMS use is particularly heavy among younger users, who are 
also those with the highest rates of prepay contracts.  The cost of sending a message 
varies from country to country.  In Britain it costs 10p to send a message with Virgin, 
while in Spain discounted rates for end users go as low as 10 pesetas.  The cost to 
operators of handling the messages is negligible, and this is no doubt a highly 
profitable business.  There is however and opportunity cost attached, that a certain 
proportion of SMS messages may be replacing more profitable voice traffic. Young 
people in a number of national markets users have developed their own system of 
abbreviations in order to compress the messages, such as bbfn (bye bye for now)91.  
These make keying easier, and there is a considerable cachet attached to using the 
latest forms.  SMS in Spain is in a phase of dramatic expansion which exceeds even 
that of the market as a whole.  In the April-June 2001 period the leading Spanish 
operator, Telefónica, reported a 200% year on year increase in SMS messaging, and 
stated that data services had reached 12.5% of income from clients, which is almost 
double the figure for 200092.   
                                                 
91 See http://www.wapstation.com.au/sms_dictionary.htm for a selection of abbreviations and 
emoticons. 
92 Telefónica quarterly report, http://www.telefonicamoviles.com/resultados/inforestrim2.pdf. 
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SMS is also the vehicle for the majority of value added services in both Europe and 
Spain. The most successful added value SMS service in Spain is MyAlert, which has 
grown from 2000 users in February of 2000 to having two million by February 
200193.    
The company has merged with the Italian Buongiorno.it, who now control 70% of the 
capital. 
MyAlert provides technology to firms interested in sending SMS messages to its users 
on subjects such as bank balances or transfers, news bulletins, employment offers, and 
other mobile content.  In the first quarter of 2001 MyAlert had income of 2.6 million 
Euros, an increase of 30% on the previous quarter.  In addition to SMS, the company 
provides access to messages through WAP, or through 906 premium telephone 
numbers.  The company has developed pre-pay systems, and has reached agreement 
with various operators to bill the user through their phone bill.  They are also 
investigating new means of payment and authentication by using the SIM cards in 
mobile telephones94. 
MyAlert is well suited to the SMS medium, as it delivers short pieces of information 
which are of high value to the user, and there is clearly a market for such services. 
There is, however, only a limited amount of information which is of sufficiently high 
value to a large enough number of users to form the basis for a service such as this. A 
more general sable approach is to build on the existing successful functionality of 
SMS messaging, focusing on interpersonal interaction.  For example Big Brother 
SMS and WAP services provided live updates on the activities within the house, and 
reminded viewers to vote, and in the first six days of Big Brother 2 total WAP usage 
in the UK went up 20%.  This enabled users to maintain contact with their adopted 
social group even when they were on the move, and away from a television. As Salvy 
Zakaria 95 has pointed out, what differentiates Big Brother from competing reality show 
formats is that the viewers' votes determine the outcome, and this audience 
participation makes SMS a natural medium to choose.  Another example of a 
participative SMS application is that implemented by a football club in Finland, called 
PK-3596.  Hundreds of their supporters have registered as virtual club managers, 
receiving text messages on their before and during the games. They are asked, for 
instance, about tactics and substitutions, providing a quick response, with the manager 
being obliged to follow the majority decision. The idea of participation can also be 
extended to entirely fictional situations, such as "Love, Life & email", produced by 
handbag.com and described as the world's first interactive email drama97.  This email 
soap ran for 8 weeks, with fictional mails being sent to subscribers, who could also 
discuss the drama with other users on a bulletin board.   
 
A rather different example is a successful SMS game which has been developed by 
Riot Entertainment 98 for mobile phones, based on Marvel’s X-Men99.  In Finland 
                                                 
93 Epansión Directo Website.  Tecnología, 23 February 2001 
94 Information from Expansión Directo website, 
http://www.expansiondirecto.com/tecnologia/informes/telefonia/uso.html 
95 Creating multi-platform killer content, 14/09/2001 
http://www.europemedia.net/shownews.asp?ArticleID=5564 
96 Guardian leader, Wednesday October 3rd, 2001.  
http://football.guardian.co.uk/News_Story/0,1563,562190,00.html 
97 For details see http://www.handbag.com/arts/emailsoap/?Showdate=37200&content=print 
98 The company, RIOT-E have a website at www.riot-e.com 
99 Buckingham, Simon.  “Telefónica Mobiles Spain markets X-Men Games from Riot-E”. Mobile Life 
Streams, Mobile i-mode, June 2001 
The prospects for i-mode in Spain and Southern Europe 
62  
(with operator Radiolinja) in last quarter 2000, the X-Men game generated one 
million mobile originated (MO) messages in two months. The game was launched in 
Spain for Telefónica MoviStar subscribers in June 2001. One may hypothesize that 
the disadvantages of a text format for such an application are outweighed by the  
attractions of being part of a community of players, and it would be very interesting to 
know to what extent this game was played as a social activity or as a solitary problem 
solving activity.  The ability to access the game from any location is no doubt also an 
attraction. 
For more discussion of SMS, see chapter 9 of this report 
7.5 WAP 
WAP has not been a great success, either in Europe as a whole, or in Spain, where 
only 5% of mobile users in Spain make use of WAP enabled phones. 
 
WAP users in Spain100 
Company Number of users of WAP 
MoviStar 500,000 
Amena 50,000 
Airtel-
Vodafone  
150,000 
 
The situation worldwide for mobile data access is not much more encouraging, with 
the outstanding exception of Japan.  It is of particular significance that one of the  
three main mobile data services providers in Japan uses WAP, and this is reflected in 
the following table.101. 
                                                 
100 Source: Ganar.com, March 2001 
101 Information obtained from 
http://www.expansiondirecto.com/tecnologia/informes/telefonia/uso.html 
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The reasons for this low rate in Europe may be divided into two areas. Firstly, 
technical drawbacks with the hardware and the service itself. 
?? Present systems do not support full color graphics on screens, and hold only a 
small amount of text.  This makes for an unattractive user experience. 
?? Speeds are too slow, as GSM (the bearer for WAP) only supports speeds of 
9.6 kbit per second.   
?? The user interface for WAP leaves a great deal to be desired102 
 
Secondly, there have been flaws in the positioning and marketing of WAP services 
?? Users may not know about WAP, and frequently do not understand what it can 
offer   
?? The price of WAP enabled phones, and the connection costs have been too 
high.  An internet connection from a WAP phone costs around $0.1 per minute 
today, in addition to a charge for establishing the connection. 
?? There has been a focus on exclusive services, which have not generated 
interest in the mass public. 
?? There was a mistaken perception that WAP would offer a compelling 
experience of “surfing the web”. This was unrealistic, particularly in the short 
term., and it is more suited to accessing useful and specific services when 
users are out of the office or home. 
 
Nevertheless, it is an important step that WAP enabled phones are becoming more 
and more standard among Spanish and European customers, most of whom have 
purchased that particular model for other reasons.  This means that if and when a 
                                                 
102 Jacob Nielsen is a prominent critic, see Nielsen Norman Group Report WAP Usability Report, 
December 2000.  http://www.nngroup.com/reports/wap/ 
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compelling WAP service appears, it will have an enormous pool of potential 
customers.  For the moment however, WAP is not a driving force fo r value added 
services in the Spanish market.  In July 2001, for example, the Terra Mobile portal 
announced that it had 5 million registered users103.  If, as suggested above, there are 
only in the order of 500000 active WAP users using Terra’s MoviStar service, then 
clearly most of these registered users are interested in other services, and the principal 
candidate is a service enabling users accessing the portal from the internet to send 
SMS messages to mobile phones.  The same announcement also stated that Terra 
Mobile was serving 6 million WAP sections each month, a relatively small amount of 
average information for each of the 500,000 active subscribers.  An effort is, however, 
being made to provide interesting WAP applications.  For example Cerca de Mi is a 
location based service offered by Terra Mobile (part of the Telefónica group), 
covering the whole of Spain.  The service is accessible through the Terra Mobile 
portal, and can be used by any MoviStar user with an internet connection.  The 
service asks if the user wishes to be localized, and if the answer is affirmative, offers a 
series of options for restaurants, service stations, hotels and other services nearby.  
Similarly Telefónica Móviles España are working with RIOT-E to developed a WAP 
version of the X-Men game for the operator’s e-moción platform. E-moción is a 
wireless Internet service provider (WISP) that offers more than 160 basic and 
premium content services for GSM and GPRS customers. 
 
Despite the failure of WAP services to make a meaningful contribution to the mobile 
communications market, the experience gained in the deployment of these services 
will be of value in the future. 
On the one hand, a large number of firms have disappeared following substantial 
losses and have disappeared incurred because their business plans overestimated the 
demand for services which had not been tested in the Spanish market or elsewhere.  It 
may be that this experience will be born in mind when it comes to launching UMTS 
applications, and that more attention will be paid to customer response in other 
markets before embarking on adventures in the local market. 
On the other hand, WAP has provided the opportunity to try out possible economic 
models of the relationship between Spanish telecommunications companies and 
content providers.  Initially the telecommunications companies opted for a dominant 
model, in which they required the content providers to opt for a single operator who 
had exclusive rights to emit their content.  While it was logical that this model could 
not succeed, it is significant that it was proposed at a time when the potential of WAP 
in attracting mobile clients was overvalued.  The approach taken by the 
telecommunications companies was softened by the refusal of content providers to 
collaborate, and the reduced estimates of customer take up of WAP in the market.  
This maneuvering served to clarify that content providers want to profit from their 
investment in content generation, and to have a share in the income generated when it 
is accessed.  
 
 
                                                 
103 Ganar.com “Terra Mobile alcanza los cinco millones de usuarios registrados” 25-07-2001. 
http://www.ganar.com/edicion/noticia/0,2458,39573,00.html 
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7.8 Technological prospects 
GPRS 
GPRS has the potential to address the technical issue of speed and the marketing issue 
of price.  GPRS is a system for transmitting packets of information within GSM, and 
is capable of a maximum velocity of 171.2 kbit per second.  Because it is packet 
switched rather than circuit switched, the user will pay for information exchanged, 
rather than by time of connection.  It is hoped that GPRS will provide a bridge to the 
third generation.  GPRS is, however, not being strongly promoted by operators, and 
for example in Spain there are no subsidies on GPRS phones.  It may be suspected 
that this is partly to protect revenue streams from the immensely successful SMS 
messaging system.  In Spain, for example, SMS messages are charged at 10 to 20 
pesetas per message, depending on the contract, and it would be an order of 
magnitude cheaper for users to send similar short messages over GPRS.   
Packet charges for GPRS are not high, with a price of $0.011 per k for contracted 
downloads, with $0.016 per k for additional downloads over and above the contracted 
allocation104.  DoCoMo’s rates are slightly more expensive, at $0.019 per k 
downloaded.  Critically, however, the Spanish system requires customers to take out 
an additional contract, and to pay $28.6 per month for a block of downloads as part of 
that contract.  This does not encourage casual users to try out the service, initially 
with only very occasional usage.  Thus it seems that operators are trying to segment 
the market, by targeting GPRS to professional users who will make heavy use of the 
network, while encouraging low bandwidth users to remain with the relatively 
expensive and profitable SMS messaging system.  It is also true that GPRS makes 
intensive use of the infrastructure, and if it were to become a truly mass market 
phenomenon it might overload available capacity. 
Thus for both economic and technical reasons it seems unlikely in the next two years 
that GPRS will become a mass market packet based system for mobile telephones in 
Europe. 
UMTS 
In the longer term UMTS will offer 2Mbit per second, and multimedia 
communication will be a reality.  It is also hoped that it will unify a number of 
competing standards.  The first public demonstration of UMTS was on 17 October 
2001 at the UMTS Conference at the Palau Sant Jordi, Barcelona, and DoCoMo is 
carrying out trials of commercial systems in Japan.  It is not, however, anticipated that 
this technology will be available to European customers until late 2002, and it will 
then take time to become a mass market.  Nor do we have any indication of the cost of 
such services.  Consequently, while it is important to be aware that there is a high 
speed solution in the pipeline, this development is too far from the market to be 
relevant to our present purposes. 
Color screens  
Recently two GSM phones with color screens have appeared, and one, the Ericsson 
T68, is available on the European market.  These do not yet provide the quality of 
Japanese models, but they are clearly a step in the right direction.  For more detail on 
this development see chapter 9 of this report. 
 
                                                 
104 Amena, 23 Oct 2001 
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7.9 Adapting i-mode applications for the Spanish market. 
 
The chapter 5 above analyses a set of successful i-mode applications, and discusses 
their suitability for success in the Spanish market.  As described in chapter 9, 
however, there are structural features of the European mobile telephone market which 
create substantial obstacles to the introduction of such services in Europe.  The most 
important of these are the existing commitment to SMS, and the cost of introducing 
handsets with high resolution color screens together, and the telematic support for 
such features.  Usability of European phones should also be improved, as the 
specialized keys for data services access on DoCoMo phones are a great help to 
novice users.  It is beyond the power of all but the largest players to address such 
structural problems, and indeed even NTT DoCoMo, with its immense resources, has 
been circumspect in introducing i-mode to the European market.  Consequently it is 
not possible to estimate a cost for implementing current i-mode applications, which 
make use of full color, GIFs, midi and increasingly Java, on present European phone 
networks. 
In other respects the adaptation of i-mode applications for the European market is a 
matter of detailed market testing, to identify of appropriate applications content and 
games for the cultural context. A detailed analysis of such modifications required to 
the i-mode applications considered in this study lies outside the objectives of this 
study, and could be undertaken in a future study focusing on the specifications of 
services which have the potential to be successful in the Spanish and European 
markets. 
 
The impact of such applications on the European market is also difficult to assess, as 
one clear finding of this study is that there is very little direct impact from i-mode 
type applications in Japan on the business of the mobile operators.  In general the 
potential in Europe is as added value which may be included in marketing campaigns 
in order to gain new users or to capture users from the competition.  A substantial 
investment in such services on the part of operators only makes sense in the context of 
an aggressive marketing campaign.  For example, it may be anticipated that a new 
operator, such as Xfera, in an effort to achieve a reasonable market share will 
introduce an aggressive pricing policy with differentiated packages in the area of new 
UMTS applications.  It may also be anticipated that established operators, in the light 
of the lessons learnt from the failure of WAP, will opt for a swift introduction of new 
services, in the hope that the market will respond so as to embark on marketing 
initiatives based on the most successful types of applications. 
 
Despite the poor prospects for i-mode type applications directly generating revenue, 
the indirect impact on the market of achieving a thriving mobile web on the i-mode 
model, even if much of it is free content, could be substantial.  This, taken together 
with a possible move towards multi media messaging, as is now being promoted in 
Japan, has the potential to greatly increase data traffic over the network. 
7.10 Alternative business models which could enhance the 
value obtained by the services or associated to them. 
The situation of the world economy at the end of 2001, and in particular the economic 
problems which operators with UMTS licenses have had to bear as a result of delays 
in development of infrastructure and the availability of terminals, may have a 
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determining influence on the business strategies which accompany the development 
of new UMTS services.  It is to be expected that operators will be extremely prudent 
and conservative in launching new services.  It is also to be anticipated that 
agreements will be established between operators and other participants in the market, 
such as content providers, terminal manufacturers, to a degree which could not have 
been foreseen a year ago.  Today operators are conscious of the need for all 
participants in the value chain to collaborate in order to make new means of 
distributing services a more profitable proposition. 
 
The conclusions drawn from our study of i-mode make it clear that there is no magic 
Japanese formula which will at a stroke regenerate the European mobile data services 
sector.  NTT DoCoMo make their money out of conventional voice traffic, and from 
messaging, just as mobile operators in Europe do, and profits from added value 
services are insignificant in comparison.  Nor is there any indication that European 
customers would be willing to pay substantially higher mobile phone bills if mobile 
data services were included in their contracts.  Moreover, many key factors of the 
Japanese experience which have made mobile data services possible are not 
reproducible in Europe, including: 
· vertical links between mobile phone operators and manufacturers enabling 
operators to define a technical paradigm attractive to customers. 
· a large stable base of prepay subscribers willing to subscribe to services, thus 
facilitating micropayments 
· a market lacking a universal messaging system 
 
Nevertheless certain guidelines for success can, however, be recommended, on the 
basis of the studies carried out in the course of this project.  The lessons of the i-mode 
experience for the business models of European operators appear to be: 
· There is a need to focus on increasing traffic on the network, rather than 
attempting to increase operators profits by selling their own exclusive content.  
It is more effective to concentrate on creating the conditions in which users 
will wish to make more intensive use of the network 
· The main motivation for mobile phone data applications users, in both i-mode 
and SMS, is peer to peer communication.  Despite the present profitability of 
SMS, operators should encourage users to move to full email, which supports 
longer messages, and, more importantly, multimedia messaging.  This will 
increase traffic.  An easy path should be provided from multimedia messaging 
to web access, information services, games, etc. Users should be encouraged 
to try these services at low cost so as to build volume. 
· Added value subscription services should be cheap, with the exception of 
information services where the content is of inherently high value, such as 
some financial services.  Given the huge numbers of subscribers involved, 
however, profits can still be substantial. 
· Open mobile data portals are essential.  WAP is exclusive, and this is a bad 
mistake.  DoCoMo offers the “Semi walled garden” model, providing a 
selection of exclusive content produced by partners, much of it free, but 
making it easy to access a much larger number of entirely independent and 
uncontrolled sites.  Thus sites produced by third parties should be welcomed, 
and it is appropriate to provide tools for their development and hosting for the 
sites.  
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· Added value services will not in themselves generate significant income for 
providers, but they can be instrumental in attracting users and creating an 
image for the service.  In this sense it is reasonable for operators to be 
involved in the content development process, as Vodafone are at present. 
Other differentiating features include emoticons and graphics for visual 
messaging, special keys to enhance usability, and other phone design features. 
Virtual operators have the potential to address focus marketing on specific 
target groups, and to increase their activity on the network, and Virgin Mobile 
is the best example of this105.  Because they are more focused, they can create 
a greater sense of community.  The services must contribute to the sense of 
branding and community, as in existing examples of football, Caixa Jove, 
Barça, Music…  If communications operators wish to have exclusive content 
in order to attract new clients, they cannot hope to achieve this unless they 
associate themselves with content providers. 
· For the professional market, a personal assistant which enables user to store 
data centrally has attractions.  These are now appearing on the market and may 
generate additional income from GPRS provision  
 
 
                                                 
105 Virgin are also interesting in that they have a business model whereby all customers are prepaid, and 
have to buy their own handsets without any subsidies, but pay tariffs without any subsidy payback 
component. 
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8 Qualitative analysis of the appeal of i-mode 
applications in Spain 
This section details the results of discussion groups implemented to gain an initial 
indication of the response of Spanish teenagers to the kinds of entertainment 
applications analyzed in chapter 5. 
The analysis was performed following the usual procedures of discussion groups, 
using an open questionnaire prepared on the basis of the earlier report on values, 
services and user typology. Due to the characteristics of the individuals subject to this 
analysis, namely two teenage age groups, the analyst has applied a strategy of 
denomination and soft intervention in the two groups, with an open process adapted to 
the evolution of answers and discussion. 
There was a high degree of consensus in the overall discussion, and thus no 
mechanisms of conflicting points of view resolution were required. 
The groups were made up of middle and upper-middle class teenagers living in the 
center of Barcelona or in the new suburbs. 
All the individuals share common experiences through being members of groups of 
friends or being relatives (sisters – brothers) of the friends; they also share the school, 
a private one. The work took place in one of the teenagers homes, with the aim of 
generating a neutral space, but psychologically comfortable, and favorable to the 
expression  of opinions and values. 
Group 1 was composed of three boys and three girls aged 13-14, studying 2nd ESO. 
Group 2 was composed of four boys and two girls aged 15-16, studying 1st or 2nd year 
of the baccalaureate. 
8.2 Group 1 results 
8.2.1 The individuals as users of communication services 
We examined seven communication media: Telephone, mobile telephone, Internet, e-
mail, computer games (CD-ROM), video-console games, and Game Boy, with the 
following results: 
1. The whole group assigned a different value to the telephone from the rest of the 
services 
2. Internet is difficult to access, and always associated to two very different uses: 
information gathering for school work, and chat, always in the family 
environment and under parents’ supervision 
3. E-mail is never used although they are familiar with it through parents’ use 
4. All have computers, and play CD-ROM games, with very unequal and relatively 
low use 
5.  Video-console games are only owned by two subjects, are highly valued although 
there is strict family control. 
6. All of subjects own Game Boy, with generalized and frequent use, and a high 
degree of satisfaction. There is no family control except for the selection of games 
to purchase. It is strongly associated to the TV, and less to film, through games 
that reproduce characters and TV series, although there are other specific Game 
Boy games. They share all the games amongst themselves. They do not at all 
associate Game Boy, video-console and computer games to age values, unlike the 
use of Internet and chats, which are explicitly associated to older ages.  
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8.2.2 Telephone and mobile telephone evaluation 
Telephone services are identified, defined, valued and associated to the elements of 
the individuals’ daily life in an autonomous way. 
Mobile phone is defined as a private means of communication that enables users to 
differentiate themselves from the conventional phone, which is communal (family). 
The mobile phone is associated with independence from the family, and 
individualization with respect to surrounding people. It is also associated to reaching 
the age ‘it is a present when you become old enough’ and to an idea of equality 
‘everybody (in the class, in the group of friends) has got one’. 
There was an instantaneous consensus on the idea that mobile phone enables 
individualization, but fulfils a basic function of sharing, allowing a communication 
with the others at two levels: colleagues and friends; and parents (localization, and 
exchanges when the teenager is out of home and in entertainment activities). When 
the teenager belongs to a split family (parents divorced), it is a basic element of 
relationship with the parent not inhabiting with the teenager. In summary, it is defined 
as a basic communication and relationship element. 
The mobile phone is also strongly associated to entertainment through the games 
included in the terminal, or through communicative ludic activities: messages aiming 
at play, jokes, transmission of logos created by the user, and, to a lesser extent, 
sending jokes. 
8.2.3 Visual decoration 
8.2.3.1 Personalization 
The individuals explicitly show the capability of personalization of the mobile phone, 
but never as a tool of membership to external groups other than friends or colleagues. 
They decorate the terminal with the goal of ‘making it his/her own’. This decoration, 
which is equivalent to personalization, takes place through exchange of boxes, the 
screen message, tune and sonorities creation, stickers, tippex and, for girls, painting. 
An extension or projection of the decoration of notebooks, books, rucksacks, and 
folders takes place towards the mobile terminal. 
It is also frequent that this is an exchange element as a token of privileged friendship 
(including girls lending the terminal as a proof of friendship). 
8.2.3.2 Terminal brands and models 
Both terminal brand and model are of paramount importance in two ways: brand 
means fashion (the current best one) and brand means capabilities (screen type, ring 
tones available, sharing the brand). The targeted terminal mean life is a year through 
periods corresponding to Christmas and/or birthdays. 
The teenagers comments are highly specialized and their knowledge of the diversity 
of models is high. We consider remarkable the fluid discussions on the characteristics 
of the terminals which show a high degree of competence shared by the individuals. 
8.2.3.3 Terminal and daily life 
The mobile phone is described as just another element of the daily life of the 
individuals. It is part of the elements defining the teenager complementing others such 
as clothing, jewellery and watches, disks, food, … 
It usually accompanies the individuals in quite diverse activities, except schools 
because they restrict its use. The terminal is carried by hand, in the bag or the pocket, 
and it is always defined as of easy access and immediate use. 
It is never valued as an element of membership of groups external to the teenager, or 
to fan groups, organized associations (sports, cultural, entertainment, political or 
others). 
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8.2.4 Games on the mobile phone 
The terminal is an element of communication and relationship, but also a basic ludic 
element. The discussion on games was perceived as a dynamic discourse, resulting 
from a very precise interest, deserving the utmost attention and enabling an intense 
relationship amongst the individuals. 
No association of the terminal with the computer or Internet was observed. It is 
defined as an element owned and autonomous, only associated to Game Boy games, 
which compete for time and dedication with those of the terminal. Nevertheless the 
Game Boy is associated to a younger age, and the mobile to their own age and older. 
Games are never associated to the adult world: parents and relatives never use the 
games and resist lending the terminal to teenagers for playing, despite repeated 
requests. Some times adults acquiesce as a way of sharing, while on others occasions 
they refuse in order to keep their autonomy and exclusive nature of their terminals. 
Mobile terminal games allow instantaneity and ubiquity (‘any time’ and ‘anywhere’). 
The main motivations expressed are: 
1. Play individually and competing with oneself. The games valued most are those 
with a score, points, or levels of difficulty. 
2. Competing against other for scores or points. This involves sharing terminals and 
comparing results. 
3. Games often allow isolation from the adult world when getting bored or after a 
quarrel: car journeys, news on TV, uninteresting adult discussions. Main places 
for playing are the sitting room, the ir own room, and the car. 
4. No interest is shown in simulation games, or those linking the teenager to the 
immediate reality. 
Amongst the game typology, priority is given to competition games, less to hazard 
games, and never to simulation and vertigo games. 
8.2.5 Information services 
No interest exists for information services. Looking for information is associated 
directly to other media: 
· weather (TV) 
· current affairs (none or little interest: TV) 
· events (TV, interpersonal communication) 
· fashion, shopping (interpersonal communication, and, to a lesser extent, TV) 
· advice (magazines, interpersonal communication) 
· tarot (no interest whatsoever) 
· self-assessment -quizzes (magazines) 
8.2.6 User profiles 
A prioritization has been observed of elements from the axes defining the users: 
· connection / sociability: always within the context of their age group. In the whole 
sample sociability is a basic element, and complementary to personalization 
· disconnection / individuality: mostly in the context of the adult environment. 
Individuality is always defined with respect to adults, and never related to games 
(in this context disconnection takes place, but as a means of provisional isolation 
from the adult context) 
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8.2.7 Services which are valued most 
1. The biggest demand is for those services allowing a greater degree of  
personalization of the screen: ring tones, logos, images and screensavers with 
emphasis on services which provide color and movement. Services supporting the use 
of their own voice are also highly valued. 
2. Services of high resolution original color images (sports, funny images, users’ 
pictures) 
3. Competitive games with scores or marks (which could be shared with other users 
using on-line services) 
4. Puzzles, geometrical shapes, cubes, … 
5. Services with a watch on the screen 
6. Services enabling the user to design on screen, typographical representation of the 
user’s name, and personalized screen messages (in color and high resolution) 
7. Services of fashionable music (high quality) 
8.2.8 Services which are valued less 
1. Current types of Internet services do not interest the individuals at all. 
2. Membership of fan clubs, ‘the world of …’, animated cartoons, sports 
3. Simulation games (which are associated to the computer screen and its size) 
4. Games of chance (horse races, cars, lotteries, …) 
5. Information services 
6. Advice services 
7. Calendars 
8. Agendas 
9. Horoscopes 
10. Fortune telling 
 
8.3 Group 2 results 
8.3.1 The individuals as users of communication services 
We examined seven communication devices: Telephone, mobile telephone, Internet, 
e-mail, computer games (CD-ROM), video-console games, and Game Boy, with the 
following results: 
1. There is an identification of mobile telephony, Internet and e-mail as ‘new 
generation’ and interlinked communication means. Nevertheless, this 
identification is partial as there is a clear differentiation between Internet and 
telephony, but both are ‘new digital forms of communication’. 
2. Video-console games and Game Boy, are considered as appropriate to younger 
ages, although console games attract some interest and are played occasionally, 
under some circumstances. 
3. There is a strict differentiation between conventional phone and mobile phone. 
The former is a service in the context of the family, while the latter corresponds to 
users own needs and private gratification. The conventional phone is for 
communicating to everybody, except for the immediate environment, which is via 
mobile phone. 
4. Internet is a widely used media, but for very limited periods of time. It is used for 
browsing pages linked to personal interests (singers and actors, sports clubs, 
travel, regional administration, school documentation) 
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5. The use of e-mail is very unequal, but approximately 50% use it. In any event, the 
more personal communication take place via mobile phone. 
6. The idea of linking Internet and mobile phone terminal is seen as wonderful, but 
serious doubts were raised as to screen capability, color, and sound. The terminal 
is perceived as of interest as a receiver, and for listening to music. 
8.3.2 Mobile phone evaluation 
Mobile telephony is fully identified with very personal communication needs, and as 
a means of relationship and direct contact with the persons belonging to the closer 
friendship circle. For this environment, conventional phone use is avoided, if possible. 
The mobile phone terminal is not defined in independence terms or as resulting of 
becoming adult, but as a need and as a relationship instrument. It is never associated 
to age but as a necessary and required complement. 
Mobile phone is not associated to entertainment in a priority way. It is generally seen 
as one of the ‘accessories we carry with us’ and is valued together with clothing, 
bags, sunglasses, shoes, … It is always with the individuals everywhere outside home 
and in the room and studio. ‘It’s necessary gear’ to which a certain emotional weight 
is attached as a complement, and is key for the relationship with others. For them, 
parents can also find the teenagers, and can tell them things when they are not at 
home or leaving school. 
The brand is not highly valued except for guaranteeing quality of the terminal. They 
prefer Ericsson both old and new. The screen size does not matter, but the aesthetics 
of the terminal do, and should not vary, with few changes in appearance: more than 
pictures, original or lively colors and small size and weight are appreciated. Certain 
digital sounds in the keys, when sending messages, switching on and off are also 
requested.  
8.3.3 Visual decoration 
3.3.1 Personalization 
The individuals express a desire to personalize, but specifically through two types of 
elements: the model (not the brand) and the screen content. They want models which 
are original in aesthetics and shape, and overall color and screen are valued. 
Personalization is through sounds and logos (which can be downloaded at a 
reasonable price) and novelties and original or innovative services are valued. In this 
context, the music industry, the TV and film are the preferred referents. 
3.3.2 Terminal and daily life 
The terminal is part of the daily life and is needed in order to relate to the others and 
‘have a normal life like everybody else’. It goes along with the youngsters in all 
entertainment activities, and it is very important for ‘meeting up with others and being 
in touch with parents’. It is never valued as an element of membership of groups, 
clubs, …  
8.3.4 Games on the mobile phone 
Games are an interesting functionality of the mobile, but are not determining. Games 
are for ‘odd moments’ or when you are alone, but compete with the computer, the TV 
and the music, which seem more relevant than the terminal. 
Also, not having time is seen as a difficulty for using the terminals for games.  
The most valued games are those with several levels of difficulty, allowing for 
competition with oneself, but there is a big interest in interactive competitive games 
allowing friends to play together (‘although we’d never agree on when to play’). 
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Simulation games are very positively valued although they have difficulty in 
explaining what they would be like. They would compete with computer based 
games. 
There is no interest in games of chance, or in vertigo based games. 
Games which link the Internet and mobile phones appear ‘a great idea’ but they 
express doubts about the affordability of the service. There is consensus on 
downloading games packs, but it’s nature is unclear. 
The main motivations expressed are: 
1. Entertainment when bored or when there is ‘nothing else to do’. Scores or levels 
of difficulty are valued for the games. 
2. Simulation or role games are positively valued, but they think the terminal would 
not be enough to play ‘normally’. 
3. The game is defined as an individual activity, although interaction with other 
players is not ruled out, in fact it is perceived as an interesting novelty. 
8.3.5 Information 
Information services are not considered a priority. The presence of television is 
constant, while the radio is a less significant factor: 
· weather (TV) 
· current affairs (TV, radio and newspapers in a minor way) 
· events (interpersonal communication and radio) 
· fashion, shopping (interpersonal communication, and magazines) 
· advice (magazines, interpersonal communication) 
· tarot (no interest whatsoever) 
· self-assessment -quizzes (no interest whatsoever) 
8.3.6 User profiles 
From the axes defining the users, the primary aspects would be: 
· connection / sociability: the greatest interest is in use for sociability and private 
relationships with the closest circle of friends. Isolation is never valued as relevant 
or interesting. In order to isolate oneself (to summarize) ‘there are more interesting 
ways: music, musical instruments, sleeping or walking’ 
8.3.7 Most valued Services 
1. The biggest demand is for those services which permit personalization of the 
screen: ring tones, high resolution color pictures, their own pictures, exchange of 
photographs, originally designed logos. 
2. Games of competition with scores or marks 
3. Services of fashionable music 
4. Simulation and role games (to be defined) with high resolution and quick mobility 
5. Other services (to be defined) with internet connections, allowing easy, quick and 
individual access to the network. 
8.3.8 Services which are valued less 
1. Membership of fan clubs, ‘the world of …’, animated cartoons, sports 
2. Games of chance (horse races, cars, lotteries, …) 
3. Information services 
4. Calendars 
5. Agendas 
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6. Horoscopes 
7. Fortune telling 
8.4 Conclusions of the analysis of the discussion groups 
1. In the two groups, the mobile phone is defined as an element which is fully 
adapted to the conditions of daily life, and consequently its use and 
personalization corresponds to the needs and gratifications typical of the 
conditions of the users’ lives. The terminal is adapted to the conditions of the 
individual, and within the primary social groups, without imposing significant 
changes, but offering new possibilities in relationships with friends and users, as 
well as in entertainment time. 
2. The terminal is considered as a characteristic accessory of the teenager, which is 
complementary to other objects where certain affective values are projected, both 
as elements of identification, and of relations and representation of oneself. 
3. The basic functions of mobile telephony are communication, sociability and 
entertainment. In the early teens, the terminal implies the capability of 
personalization, of competition against oneself or others, by sharing terminals or 
comparing results obtained in games. In older teens the terminal implies a 
medium, of strict individual use, but essential to establish the relationship with 
others; thus, the communicative function is predominant. 
4. In the younger group, the terminal implies ‘coming of age’ and independence 
from parents. In the older group the use of mobile phone is a need, a means or 
achieving intimacy and a relationship tool (with friends and colleagues). 
5. For the younger age, the mobile phone is an autonomous element defined in its 
own terms. For the older group, the mobile phone is described in relationship to 
the set of new digital communication means (or media), especially Internet, 
although this relation is established in an undefined or potential way. The use of 
mobile phone complements the use of other means of communication which fulfill 
goals not associated to the mobile phone. 
6. Personalization services are equally relevant for both groups, although they imply 
differentiated telephony services. 
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8.5 General conclusions 
8.5.1 Map 1: 13-14 teenagers 
From the information of Map 1 crossed against that coming from the qualitative 
analysis of the teenager group 13-14 years old, it is possible to visualize the following 
trend: 
 
 
       Sociability 
 
   Participatory            Escapist  
    attitude             attitude 
 
Connection to              Disconnection 
from  
the real world             the real world
      
        
  Egocentric                     Isolationist  
     attitude              attitude 
 
  Individuality 
 
 
- For the teenagers aged 13 and 14, services designed should focus on a 
participative and relational attitude with respect to the group of colleagues, 
services which personalize the terminal, turning it into an instrument of symbolic 
and emotional exchange between the components of the group. 
- Other services should be designed enabling isolation from the family daily 
environment, around a gratifying activity and challenging some abilities. In such 
context, even some games of the type of puzzles can be used for relationship with 
other friends through the competitive comparison of everyone’s abilities. 
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8.5.2 Map 2: 15-16 teenagers 
       Sociability 
 
   Participatory            Escapist  
    attitude             attitude 
 
Connection to              Disconnection 
from  
the real world             the real world
            
  Egocentric                     Isolationist  
     attitude              attitude 
 
  Individuality 
 
- For the teenagers aged 15 and 16, the fundamental value of the services designed 
should be personalization of the terminal through graphics packages, high 
resolution images, movement, sounds, … and images produced by the user. 
Linked to this value, it is fundamental the services enabling connection to the 
group of friends, communication, but also ludic developed through interactive 
games. 
- On the other hand, another interesting space seems to be the ludic simulation 
services, similar to those computer based, allowing the teenager to represent 
actions and test abilities within more or less complex simulated worlds. 
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8.5.3 Scheme of the functionalities of the different service types 
 
 Chat  Advice     Fan clubs   Heidi  
 Phone  Self-assessment  Surfers  Spiderman 
 
 Reality  Simulation   Reality   Simulation 
 
           Individual games 
   
     Communication  Suspension     Identity 
 
 
 
        Types of Services 
 
For this scheme, we again have to distinguish between the two groups of teenagers. 
Teenagers aged 13-14 
- In this group it would be necessary to prioritize the communication services 
related to the real world of friends (this function is quite covered by the current 
mobile pone services). 
- Another area to be developed is those services with ‘suspension’ functionality, 
especially games competitive, or challenging or with different levels of difficulty. 
- Lastly, an area of excellent possibilities is that of services allowing the building of 
the teenager’s identity, through the terminal decoration, with priority to references 
to fiction worlds corresponding to this age imagination. 
Teenagers aged 15-16 
- In this group it would be necessary to prioritize those services enabling a richer 
and more innovative relationship with friends, colleagues and partner, which 
could be established through sounds, text, graphics, color and animated images 
associated to technological novelties. 
- ‘Suspension’ services should be developed, in the form of simulation games with 
computer games as referent. 
- These teenagers value especially the decoration services linked to technological 
innovation. These elements enable the building of an identity associated to 
sophistication and connection with ‘the most recent’. The worlds of reference of 
this decoration can be real (friends, music stars, landscapes, …) or fiction 
(characters, plots, scenarios). The youngsters value the possibility of being able to 
manipulate themselves the images and sounds of the terminal, to build a world as 
owned and autonomous as possible. 
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9. Prospects for expansion of i-mode in the European 
market 
9.1 Technical differences between Japan and Europe  
i-mode executive director, Takeshi Natsuno, has described the differences which he 
has identified between the DoCoMo approach and the European WAP industry, in an 
interview with Frank Rose of Wired. 
“ We selected Internet technology - HTML, MIDI for ring-tone downloads, Java. But 
telecom people only care about what’s best for their infrastructure. So in Europe they 
invented a new technology” (WAP) “to fit the wireless space, but it was very difficult 
for Internet people.106” 
There were two important consequences of this difference between Japan and Europe. 
Firstly, while Wireless Application Protocol (WAP) is in many ways better technical 
implementation than the solution offered by i-mode, the process of hammering out a 
standard, took a long time.  DoCoMo lost patience with this process, and, when they 
saw that the market was right, they simply adapted existing standards to produce a 
system which was good enough to deliver an attractive service.  It was also had the 
advantage that creating content was very simple.  This enabled Japan, and DoCoMo 
in particular, to get a huge head start in this market, and so their decision was clearly 
justified by events. 
Secondly, as Takeshi Natsuno suggests, the definition of WAP seems to have been 
driven by the needs of the infrastructure, rather than by a deep understanding of the 
needs of end users.  Thus WAP does not support full color, even though there is not 
reason in principle why it should not.  This is simply a decision made on the 
assumption that it is not important to provide full color.  In Japan, however, the 
DoCoMo system was defined by an organization focused on marketing a service to 
end users, and they identified full color as a key feature from the beginning.  
Similarly DoCoMo decided that large, high resolution screens were an important 
element of the system, and they also had the power to ensure that the manufacturers 
produced models which corresponded to their requirements. 
A number of emulators are available on the web for both systems.   
For WAP, see http://www.cocotero.com/emulador.html 
and for i-mode http://www.x-9.com/mimic/beta.asp 
 
Operators in Europe do not have a similar degree of leverage over manufacturers of 
handsets, and have to work within the constrictions of the existing models. 
Manufacturers of handsets themselves are under great economic pressure, and for 
their part, have been reluctant to invest large sums of money to develop larger color 
screens for their phones when there are no services available which would encourage 
users to buy the new models.  The prospect that DoCoMo may start i-mode operations 
in Europe, however, seems to have stimulated manufacturers to start producing color 
terminals, and two have recently been displayed, the Ericsson T68 and the Mitsubishi 
Trium Eclipse.  They do not reach Japanese standards, as they both show only 256 
colors, and the Ericsson has an effective screen resolution of 101 x 58 pixels for 
browsing.  On the other hand, they do provide a platform for a service which would 
                                                 
106 Rose, Frank. Pocket Monster. Wired. http://www.wired.com/wired/archive/9.09/docomo_pr.html 
The prospects for i-mode in Spain and Southern Europe 
80  
be comparable to i-mode, offering full e-mail, and web browsing in color with a 
reasonable screen size. 
    
The Mitsubishi Trium Eclipse107 
 
    
Ericsson T68108, above, is running Xpedio, software which converts from i-mode 
format cHTML, to WML 1.2.1.  It also provides a workaround which enables WML 
1.2.1 to display color images, which will not be standard in WAP until version 2.0.109. 
The absence of a user centered strategy in the establishment of the technical definition 
of the European mobile data market has been a significant factor in limiting growth.  
If the success of i-mode is to be reproduced in Europe it is essential for these moves 
towards higher resolution full color screens to be developed further, and for them to 
become standard. 
DoCoMo also made an early decision to implement a packet based network, and to 
make a modest charge per packet delivered to the user.  In Europe WAP runs on 
GSM, and was based on a point to point connection, and the cost to the user is high 
enough to discourage casual use of the system.  Moreover, as Pikula points out, in 
                                                 
107 For more details on the Trium see http://www.trium.net/products.asp?action=getMore&id=93 
108 For more details on the Ericsson T68 http://www.sonyericssonmobile.com/T68/ 
109 For more details on Xpedio see http://www.xpedio.com/pressreleases/011025.htm 
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European WAP implementations over the GSM network, in most cases the user has to 
wait for 20 seconds or more to get a connection. Users of i-mode's packet switched 
network have to wait only a few seconds for a connection.  This, in combination with 
the cheapness of the service, encourages users to use the service frequently for very 
short periods of time, for example to check is e-mail has arrived, or to look at a 
cartoon, as well as using the system for longer more intensive sessions.  Once the 
connection is established the download speed for i-mode is 9.6 kb per second, which 
is equivalent to GSM download speeds.  This is sufficient for downloading text e-
mails, small GIF graphic images and MIDI ring melodies.  Higher speeds with 
DoCoMo's FOMA system are principally important because they permit multimedia 
messaging and video conferencing.  
The introduction of GPRS, a packet based system, provides a packet switched 
network running on top of GSM, in a solution similar to that established for i-mode in 
Japan.  GPRS is becoming widely available, and GPRS phones are, for example, 
supported by all the major operators in Spain, but the phones are expensive, have very 
low penetration, and require a specific contract.  It seems that the service is oriented 
more to provide wireless connectivity for portable computers and PDAs, rather than 
to provide support for mobile telephone services. The use of such systems also 
requires users to engage with the technological issues, whereas, according to Takeshi 
Natsuno, DoCoMo “never mention ‘Internet’ or ‘protocol’ or ‘wireless something,’ 
because content is everything.”  This points out a weakness in the original marketing 
of WAP, which was seen as providing the opportunity to “surf the internet”  from a 
mobile phone.  This was unrealizable with current phone designs, and also tended to 
present WAP services as being appropriate for technologically literate people, rather 
than as a consumer service. 
9.2 Cultural differences between Japan and Europe  
As previously stated, we do not consider cultural differences between Japan and 
Europe to be determining factors in the development of i-mode, or in restricting the 
development of an equivalent service in Europe.  There are, however, a number of 
factors which have influenced the form which i-mode has taken in Japan, which may 
be rather different in Europe.  These do not represent barriers to development in 
Europe, but rather should be treated as areas for which European operators should 
check the appropriateness of the detail of the Japanese model, rather than slavishly 
imitating it. 
Personalization with graphic images 
The concept of “kawaii”, roughly translated as “cuteness” is key to modern Japanese 
culture, not only among young children and teenage girls, but in all sectors of society.  
It is not unusual for somber suited businessmen to carry a credit card emblazoned 
with a cute cartoon image, which he has carefully selected.  Similarly, in product 
development, the effectiveness of the cuteness incorporated into a product may 
determine its success.  Thus there is a very large number of people accustomed to 
making fine distinctions regarding such images, and taking pride in this.  It may well 
be that this is relevant to the enormous success of personalization services on i-mode, 
and the enthusiasm of Japanese customers for downloading new images as stand by 
screens for their phones. 
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Hello Kitty! images downloaded from http://www.sanrio.co.jp/english/ 
A similar factor which may have the same result is the enormous market for manga 
comic books, which are read and appreciated by a much larger sector of society than 
the western equivalent.  These also would probably create a demand for image 
downloads in a wide range of sectors of Japanese society, and it may not be possible 
to extrapolate this demand to Western society. 
A fondness for gadgets and innovation 
There is a reported fondness for innovative gadgets in Japan, and this seems to be 
confirmed by a glance at Japanese magazines.  As far as we have been able to 
establish there is no hard evidence quantifying the difference between Japan and the 
West in this regard, but it may well be that Japanese customers are more willing to 
upgrade to the newest technology, simply because it is innovative.  Similarly Japanese 
society is reported to be particularly subject to trends.  Consequently, while many 
innovative gadgets are unsuccessful, the rewards for success are enormous, with 
whole social groups deciding that they must own one of these items.  The same is true 
of social activities.  For example, we observed that there are a number of surfing sites 
on the i-mode web, providing information about beaches and surf conditions, and 
download of images.  We commented on this to a Japanese collaborator, saying that it 
appeared that surfing was a major activity in Japan.  His response was that surfing 
was big at the moment, and that everyone felt that they should be able to talk about it 
even if they couldn’t do it, but that no doubt next year there would be something else.  
It may be that this need to keep up with the latest developments in fashion is 
particularly well met by i-mode, which enables users to check on trends whenever 
they wish to, often in very short interactive sessions.  This is parallel to the way in 
which small items of information about trends are passed around in normal social 
interactions. 
It should, however, be noted that SMS messaging constitutes the largest technological 
trend on the planet at the moment, with far more users than i-mode.  Thus the 
proposed distinction is not that Japan follows trends while Europe does not.  Rather it 
may be that trends in Europe are slower and more permanent shifts in consumer 
behavior, requiring greater critical mass to become established, whereas in Japan the 
cycles are faster.  These faster cycles no doubt offer different opportunities to 
operators. 
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i-mode as a means of avoiding personal contact 
Finally, Japanese people are often described as shy, and has been given as a reason 
why communication mediated by an anonymous device such as a mobile phone 
message is a preferred option.  This kind of cultural stereotyping is notoriously 
superficial and unreliable, but it does seem that the degree of formality in traditional 
personal relations in Japan is greater than that in the West.  This may be a factor in the 
success of certain services, such as dating and pen-pall contacts, and also a reason 
why people would prefer to be using their mobile phone (and appear to be doing 
something productive) rather than making contact with their neighbor in a train or a 
cafe, or passing the time reading a newspaper.  We believe, however, that this 
difference between West and East is of only marginal significance, and as evidence of 
this one may point to the success of internet chat and mailing lists in Europe and the 
US, and of dating services. 
9.3 DoCoMo’s business policy compared with Europe 
Takeshi Natsuno has also described different business models in Japan and Europe: 
“ US approach or European approach is to gain some mileage on content providers by 
sharing in their eCommerce revenue. But a normal fixed- line operator cannot take any 
portion of eCommerce. We thought in the same way. By providing a better platform, 
transactions will increase - that is the biggest benefit to us. So we keep our traffic 
revenue, and they keep their transaction revenue - and if we can provide value-added 
services, like a billing system, of course we can share some revenue.110”  
The business model described by Takeshi Natsuno is a crucial distinction between i-
mode and the European experience.  Implicit in what he says is that success for 
operators comes from creating the conditions for an increase in network traffic, rather 
than by operators seeking to extend into the content provision area.  In other words, as 
Frank Rose sums up, the lesson for European wireless carriers is that “rather than 
trying to morph into media companies, wireless carriers should focus on how to be a 
better pipe. Instead, they’re paying their developers a pittance and slapping their own 
brand on as much of their content as possible.111” 
The prevailing business model in Europe has encouraged operators to build a market 
for the mobile internet by targeting business users and others who might be willing to 
pay for premium content.  Operators sought to attract users by offering their own 
exclusive content, but the result was impoverished and expensive services. This tactic 
has resulted in a certain number of successful services being established, and WAP 
applications are making some progress in Europe.  Recent estimates place the number 
of WAP users (as opposed to owners of WAP phones) in Europe at 6 million112. 
Genie113, the wireless Internet division of British Telecommunications, has reported 
that page impressions for WAP services have risen to an average of 103 million per 
month, and the company is selling an average of 1,400 WAP phones per day.  Orange 
has said that it now has 850,000 active subscribers to its WAP mobile Internet 
services in France, up from 700,000 at the end of March 2001.  
This modest progress has, however, done little to establish the mobile internet as a 
mass phenomenon, or to overcome a widely held view among the public at large that 
                                                 
110 Rose, Frank.  ibid 
111 Rose, Frank.  ibid 
112 Gerhard Fasol, Eurotechnology.  Unpublished data reported on keitai-l mailing list, September 3rd 
2001. http://www.appelsiini.net/keitai-l/ 
113 Information on Genie and Orange from Wired news 
http://www.wired.com/news/wireless/0,1382,45096,00.html 
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WAP is a expensive hype.  For example, Orange says that it has sold 2.5 million 
WAP-compatible handsets since it launched WAP services in France in 2000, so 
clearly many customers are not making use of the WAP functionality of their phones.  
In Japan, on the other hand, DoCoMo quickly abandoned attempts to market i-mode 
to business customers, and concentrated on marketing to the key youth market, 
especially trend setting young women.  Access to large amounts of free non-exclusive 
content also led to a much higher rate of use.  As a result the overwhelming majority 
of i-mode phone owners subscribe to the service.  Pikula provides an illustrative 
comparison in the cost of i-mode services in Japan and GSM delivered WAP services 
in Europe, which goes some way to explaining the difference in take up between the 
two services.114e 4. 
3: Pricing Schemes for mobile internet services [Source: NTT DoCoMo,  
Comparison of DoCoMo and European services 
Operator NTT DoCoMo  European operator 
Monthly fee $3 $5 
Usage fee $0.003 per packet* $0.50 per minute 
Services advertised E-mail 
Horoscope 
News 
Image download 
Melody download 
E-mail 
Stock-quotes 
News 
Ticket reservations 
Hotel reservations 
Price per service $1~$3 per month $0.50~$2 per day 
Targeted users Universal  Business people 
* A packet consists of 128 bytes. Accordingly, sending of an e-mail costs a user on average $0.05 per 
e-mail. Tuning in for the weather forecast in a certain area adds up to about $0.10 
 
European virtual operators, who buy their network services from other providers, are 
attempting to provide a service with some of the characteristics of i-mode. An 
example is Virgin Mobile who are exploiting a powerful brand name to market a 
bundle of mobile telephony, SMS, WAP and MP3 services, described on their website 
(www.virginmobile.com).  The company was founded in November 1999 as a 50:50 
joint venture company between the Virgin Group and Deutsche Telekom's One 2 One,  
and by August 2001 it had grown to one million subscribers.  Such operators are in a 
position to a targeted strategy for a specific group of consumers, and to offer a range 
of in-house content such as games and information services, combined with access to 
free and subscription services from independent providers.   These virtual operators, 
with their greater flexibility and ability to address niche markets, have potential in 
marketing added value services which increase the traffic generated by users.  Not all 
countries in Europe, however, give an equal welcome to virtual operators.  In 
Holland, for example, the regulator has enacted reasonable access charges to open up 
competition, but France Télécom Mobile, on the other hand, says it is neither looking 
to develop as an MVNO in other markets nor to host MVNOs on its own networks115. 
The lack of a critical mass of publicly available WAP sites also means that virtual 
operators cannot offer access to an equivalent of the i-mode unofficial sites. 
                                                 
114 Pikula, Victor, ibid. Table 4.3: Pricing Schemes for mobile Internet services (source:  NTT 
DoCoMo, Pikula) 
115 On – The New World of Communication, Apr 2001  
 http://on.magazine.se/stories/story.asp?articleID=656&categoryID=1 
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Content providers business models 
As we have already discussed, the bulk of the profit made from i-mode goes to 
DoCoMo in charges for data transport, and what remains for the Content providers is 
relatively small in terms of the market as a whole.  Nevertheless they have an 
important role to play in attracting users, and it is also important to find successful 
business models which enable services to be developed and sustained. These may not 
provide an income flow, but may be profitable in some other respect, such as 
attracting customers, or reducing costs (as has been the case on the fixed internet) 
Devine and Holmqvist present a valuable survey of business models adopted by 
Japanese content providers, which we summarize, with additional comments, as  
follows116. 
· The User Fee Model: Charging users for accessing content. Payment is often 
carried out through a third party, such as DoCoMo, who collects the fees, 
takes a commission, and forwards them to the content provider. The user 
either pays a fixed monthly subscription fee or a per-usage fee. Registration is 
usually carried out on- line. Once the user has agreed to pay for the usage of 
content, he or she can be billed.  This model has generated substantial profits 
for companies such as Bandai. 
· The Shopping Model: Companies utilizing the shopping model all sell 
products or services over the mobile Internet. The user orders a product or 
service on the mobile phone and the content provider sees to it that the buyer 
gets the goods delivered. The payment is either handled online or at the 
delivery.  While mobile commerce is more popular in Japan than in Europe, 
there has not been a breakthrough in popularity for the service, and current 
indications for this model in Europe are not promising. 
· The Marketing Core Business Model: Content providers offer marketing 
content to attract customers to the company’s core business and increase it. 
Customers are exposed to the company’s brand and receive offers, including 
barcodes, on the mobile Internet, and it is hoped that these will lead them to 
purchase the companies products. This builds on practice in the fixed internet, 
and such sites are largely free. 
· The Improved Efficiency Model: The medium is used as an additional and 
low cost channel for content providers to reach users. When users access the 
company’s service through the mobile Internet rather than another channel, 
operating costs are decreased.  This is also building on experiences in the fixed 
internet. 
· The Advertisement Model: The content provider sells advertising space to 
other organizations. The advertising company hopes to attract customers to 
their business, and thereby regain the money spent on the advertisements.  
Sites are usually free, to encourage a high number of impressions. There is a 
substantial Internet advertising market in Japan, an active mobile data 
advertising market, but it is not a significant proportion of the total advertising 
spend.  The Internet advertising market in Europe has yet to achieve critical 
mass, and mobile advertising has still further to go, so it is unlikely that this 
model will drive development in the short run. 
· The Revenue Sharing Model: Some content providers mainly use content 
from other parties on their sites. The content provider may pay the content 
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owners, or be paid to expose the content. In either case, the revenues are 
shared.  This model works well for information which is of high value to a 
target audience, but is not likely to be the diving force in the European market. 
9.4 Structural and historical  differences between Japanese 
and European markets 
The points made by Takeshi Natsuno are relevant to the success of DoCoMo 
compared with Europe, but they do not take into account the importance of structural 
differences between the two areas, and the differences in their historical development.  
The position in Europe is one of a relatively mature and hugely successful market, 
with intense competitive pressure on operators.  Many operators gained customers by 
giving substantial subsidies on phones, and while this practice has now been reduced, 
subsidies are still significant.  Many of these customers use the less profitable pre-pay 
system, and much of their usage is in relatively cheap SMS messaging (see below).   
The contrast with Japan is both clear and significant.  One of the key features of 
DoCoMo’s business model was the exploitation of on an existing large, expanding 
and loyal customer group, paying their bills by direct debit, who were enticed into i-
mode as a cheap value added option.  Customers could this be charged for services 
through their existing phone bill.  In Europe operators enjoy lower customer loyalty 
than in Japan, and the young, who are most likely to be early adopters of mobile data 
services, have a particularly high rate of pre-pay usage.  This makes it much more 
difficult to leverage an existing base of customers to create a centralized billing 
system which can attract high quality content providers.  In addition there is intense 
financial pressure on operators in Europe, combined with a heavy debt load incurred 
by those operators who were successful in bidding for 3G licenses.  This makes it 
more difficult for operators to invest heavily in launching a mobile data service at a 
low price and still be confident of achieving critical mass within an acceptable time 
frame. 
9.5 Key differences in the development of mobile data 
services 
As discussed in “Key factors in i-mode’s success”, we have concluded that personal 
communications have driven the growth of i-mode, rather then a need to access 
information or to be entertained.  The need for personal communications is, however, 
universal, and there is no immediately obvious reason why it should have stimulated 
the growth of the i-mode phenomenon in Japan, rather than in Europe. 
The reason lies in the historical development of Japanese added volume mobile 
services, which has been very different from Europe. There has never been any short 
messaging service in Japan that allowed users to send messages across networks or 
overseas, since unlike Europe, Japan has no mobile phone messaging standard. Every 
network uses their own proprietary system and messaging was only introduced at a 
late stage. As a result value added services delivered by mobile phone messages, 
which have been so successful in Europe, were not unavailable in Japan.  More 
significantly, when i-mode was introduced it was the first time that users in Japan 
could send messages across network boundaries and access value added services that 
have been standard in Europe for years.  
In Europe SMS has been an enormous success, generating huge quantities of traffic.  
For example, in the UK alone in August 2001 more than a billion messages were sent, 
and far more SMS messages are sent in Europe than i-mode messages are sent in 
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Japan.  This very success, however, is a limiting factor for European operators.  On 
the whole SMS users are happy with the service which they are receiving.  While the 
service is expensive in terms of the number of bits sent, each message is cheap, and 
users take pride in their skill in compressing information into the short message 
format.  Indeed possession of a mobile phone, and mastery of the most recent 
contractions, have become social requirements among many groups of teenagers.  It is 
therefore not possible for European providers to reproduce the history of i-mode, in 
which the provision of universal messaging was the motor for adoption of the service.   
In Japan access to unified messaging brought with it access to the internet, and users 
learnt to make use of this added facility.  i-mode messaging, moreover, has an easy 
path to multimedia e-mail, with attached images, sound files, etc.  This is the ideal 
outcome for mobile operators, whose future profit growth depends on increasing the 
data traffic per user.  In Europe, however, operators are locked into the immensely 
successful SMS protocol which is limited to160 characters per message, and does 
offer an easy route to multimedia messaging, combined with existing hardware and 
standards which are not capable of displaying more sophisticated content.  There are a 
number of successful SMS subscription services, but SMS does not offer users the 
opportunity to try out internet access in the way in which i-mode does.  In the long 
term this commitment to SMS is clearly very counterproductive for increasing traffic 
on the networks. 
In order to achieve dramatically increased traffic flows it is not enough for European 
operators provide wireless connectivity for portable computers and PDAs.  It will be 
necessary to build on the communicative use of mobile data services, moving the bulk 
of SMS users over to multimedia e-mail, with access to information as an additional 
attraction.  As previously argued, however, this will have to overcome resistance from 
users, who are largely happy with SMS, and the short term interests of operators who 
wish to protect their revenue streams from SMS. There is, however, reason to suppose 
that there is potential demand for such a service, given the popularity of multimedia 
messaging on the PC117, and the development of such services in Japan.  Nokia clearly 
believe that this is the way to go, and they have published a number of studies which 
show that there is a demand for mobile multi media messaging.  
 
9.6 DoCoMo’s current strategy in Europe  
NTT DoCoMo has enormous assets, and proven skills in delivering mobile data 
services, and naturally is considering how it can expand beyond Japan.  The strategy 
which it has adopted is to buy into companies in other countries, with a view to 
building an understanding of those markets and prepare for launching services.  At 
present NTT DoCoMo has part ownership in KPN and Hutchison in Europe, AT&T 
in the USA, and SK Telecom in Korea.  The degree of engagement which DoCoMo 
have with these companies is limited, in that they only have minority holdings, and in 
addition only 100 of DoCoMo's 10000 employees is reported to speak English118 
 
                                                 
117 For example a study commissioned by Nokia, and carried out by HPI Research Group (UK) 
involving 12000 people in markets around the world, available at 
http://www.nokia.com/investor/whitepapers/pdf/Messaging_Global_0110.pdf.  Also   
http://nds1.nokia.com/press/background/pdf/study_MMS.pdf  and 
http://nds1.nokia.com/press/background/pdf/Feb01.pdf 
118 'Think drastically, implement steadily' Interview: Keiji Tachikawa, president NTT DoCoMo, The 
Guardian Online, October 20, 2001. http://www.guardian.co.uk/business/story/0,3604,577392,00.html 
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Plans had been established in January 2001 for the launch of a European i-mode 
service in late 2001, targeting 30 million users of  KPN and TIM in Belgium, 
Germany, Italy and The Netherlands119.   In August 2001 it was announced that KNP, 
DoCoMo’s Dutch partner were ordering an unspecified number of handsets from an 
unnamed Asian manufacturer, which would be designed for the European rollout of i-
mode services120.  This in itself is an interesting adoption of the Japanese practice of 
operators ordering and marketing their own phones.  It is, however, clear that i-mode 
will not be available in Europe in 2001, and the lack of detail provided by DoCoMo 
and their partners as to the types of services to be offered, areas to be served, the 
details of the handsets to be used, and slow introduction of GPRS in some target 
markets raises doubts about the immediate prospects for an introduction of the 
service.  All that spokesmen have been willing to state is that the service will be 
introduced initially by KPN in Germany or Holland, and that TIM would follow 
afterwards.  
This lack of clarity about the plans of NTT DoCoMo and their partners, for the 
implementation of i-mode in Europe makes it very difficult to assess its potential.  
Given the problems which have been outlined above, one must suspect that the 
partners are aware of the difficulties outlined above, are not confident that the service 
will be a success.  Rather than risking an embarrassing failure they may be moving 
forward in preparing for implementation, so that they will be ready when a strategic 
decision is taken which identifies favorable market conditions. 
 
 
                                                 
119 DoCoMo announcement, http://www.nttdocomo.com/new/contents/01/whatnew0118b.html 
120 Evers, Joris.  I-mode handsets to be tailor-made for Europe.  CNN 
http://www.cnn.com/2001/TECH/ptech/08/27/i.mode.handsets.idg/index.html 
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10. Overall conclusions 
The main goal of this study is to analyze the experience of i-mode in the context of 
transferring it for developing new markets based on wireless broadband in Spain and 
the South of Europe. Firstly one has to recognize that the i-mode success story 
follows the classic recipe of “What the consumer wants at the right price”, which has 
always been the key to success.  Users have been attracted to services which fulfill 
their needs at an appropriate price, which they consequently feel to be rewarding and 
worthwhile.  This has been the perspective we have used in our analysis of the 
Japanese experience.  
We have identified some success factors in Japan which are not easily transferable to 
Europe, namely: 
- the business vertical integration which DoCoMo has achieved.  This was facilitated 
by its status as a former monopoly supplier, by the vertical clustering which has 
historically characterized Japanese manufacturing, and by a loyal customer base 
facilitating micropayments through the phone bill. 
- the lack of a unified messaging system prior to the introduction of i-mode, combined 
with low penetration of fixed link internet e-mail, leading to leading to widespread 
adoption of the service.  
- the more modern terminals allowing for higher quality services 
- the charging policy, which is calculated on the amount of data transferred,  at a low 
price to the end user. 
These last two factors can be modified more or less easily, given commitment by 
some of the major players in Europe, and the introduction of new techno logy, such as 
GPRS and UMTS should move the industry in this direction.  The first two factors, 
are however impossible to reproduce in Europe.  Nevertheless, this should not obscure 
the fact that there are a number of  lessons to be learned from the i-mode experience, 
and, more generally, from the mobile phone / data market experience in Japan.  These 
concern the services which are successful because of the way people have adopted 
this new technology, and the business models which can support this success, and 
these are described below. 
10.1 Use of mobile technology and applications success 
Our analysis departs from the prevailing classifications of applications into ‘Must 
have’, ‘Revenue generating’, ‘Differentiating’, with some of them being identified as 
‘killer’ applications.  Such an analysis corresponds to a more business oriented model, 
but paradoxically this is not necessarily best suited for generating a viable business, 
which should be more user oriented. As we have shown, some of the so-called ‘must 
have’ applications, such as e-mail, are very good at ‘revenue generating’, and some 
‘differentiating’ applications could be considered by the users as ‘must have’ for the 
development of the service. If the goal is to generate a continuous flow of services 
which keep generating revenues, from content and data transport, then we find it more 
productive to place applications in the context of their use by people, where two key 
traits are communication and relationship.  The framework of concepts which we 
suggest is also distinct from the way in which the properties ‘ubiquity’, ‘makes task 
easier / time saver / time killing’, ‘location relevance’ and ‘personalization’ are 
usually analyzed. 
Our starting point is an often neglected truism: people use a mobile telephony to 
communicate, and this is its central property. The Japanese experience confirms this, 
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the main applications being classical voice telephony, with e-mail close behind (or 
even first), with these two applications being much more significant than any other. 
The next most successful applications are those related to entertainment. As both the 
voice telephony and messaging are adequately covered by available mobile 
technologies, this means that new technologies launched on the market cannot count 
on this factor driving success (as was the case in Japan). 
In many ways this is bad news for those looking to Japan for the solution to Europe's 
problems.  As both voice telephony and messaging are covered by available mobile 
technologies, this means that the launch of new technologies such as GPRS and 
UMTS cannot count on this driving factors in being successfully adopted. The success 
of i-mode messaging system is thus parallel to that of SMS, especially amongst young 
people. In this context, the success of i-mode can be seen as less ‘specifically 
Japanese’ as appears in most analyses, and more as one whose lessons can be learnt 
and transferred. 
Nevertheless, the mobile telephone platform has some inherent strengths which can 
contribute to the success of both mobile data services as a whole, and for successful 
applications:  
- the mobile phone has generally been appropriated by users as a personal tool 
- the mobile is continuously carried, and thus has a quality of timeliness.  It can be 
used both at any time  or at just the right time  
- mobile data services can respond to positioning information generated by the users 
activity (Location Based Services).  
The example of Japan shows the continuous development of successful applications 
based on creative use of those characteristics, enabling the market is able to grow 
along those lines. For example, we should stress that one of the most successful 
entertainment applications in Japan is that of personalizing the terminal with images, 
sounds, and animations. This kind of application also corresponds to behavior 
documented in our small-scale studies carried out with groups of Spanish teenagers, 
enabling us to discard the specificity of Japanese culture. 
Our small-scale studies are within the framework of an analysis which hypothesizes 
that this personalization, and other entertainment aspects take place in fact in an 
environment of communication and relationship along different axes: individuality / 
sociability, connection with / disconnection from the world, reality / simulation; 
and also the ludic / practical, instrumental / symbolic uses. The focus-group 
activities undertaken show indications that this analysis is an effective framework for 
a substantial proportion of entertainment related applications for teenagers.  They 
have also shown the importance of segmenting the market by pointing at important 
differences in the two groups of age 13-14, 15-16. The fact that the experimental 
activity was of short term and limited to a specific social class councils taking a 
cautious view of these conclusions. 
On the other hand, this study has not explored the aspects of timeliness and 
positioning afforded by mobile phones, but has rather concentrated on the very 
important aspect of personalization. The Japanese experience indicates that timeliness 
can be a key factor for publicity: the most successful ads usually involve coupons 
which use the timeliness aspect; positioning could enhance the appeal of this type of 
ads. Another aspect which has not been explored is that most of the users activities 
involve content created by the users, or endowed with meaning by their social 
group, i.e. personalization traits, messages, jokes, etc, making them creative actors, 
rather than passive recipients of information. This, in itself, is no different from the 
use of Internet, where e-mail is again the driving force, complemented by chats, 
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discussion groups…, and the creation of web pages; in a model which is quite 
different from broadcast communication media.  It is likely that successful 
applications will take into account that use is mostly of the content created by users. If 
applications address the aspects of communication and relationship which we discuss 
in the report, and combine them with the inherent strengths of the mobile platform 
(personalization,  timeliness, positioning), then we propose that their prospects for 
success will be increased. 
From these reflections, a first important conclusion is that it seems that multimedia 
messaging systems and the like have the potential to be the driving force in the 
adoption of new mobile technologies.  They could also generate substantial revenues 
for operators, since multimedia messaging would involve greatly increased data 
transfer. Improvements with respect to SMS (while maintaining, of course, a unified 
messaging system) could be extremely important; sending electronic postcards, 
pictures, and sounds are one potential form of this messaging. Videotelephony, 
however, has not been adopted on other platforms and it is not likely that it will 
become dominant on mobile phones. The new messaging system calls for improved 
terminals which have improved image and sound. It is also important that they have 
content creation capabilities, through sound or image capture, as it is now happening 
in terminals for the J-sky service in Japan, which are equipped with a small camera. as 
are DoCoMo's 3G phones for their FOMA service. 
Moving on to another area, in the general area defined as "entertainment" in Japan, 
teenagers are fascinated with the personalization aspects of mobile telephony.  As 
described in the field study which is included in this report, this factor is involved in 
most of the axes which are used in analysis of the results of the field study. Currently 
they use stickers, nail colors, tippex, etc. More technological means of personalization 
such as colour images and high quality sounds seem to be candidates for driving a 
rapid increase in the use of the technology.  An enhancement to this functionality is to 
provide support for users in the creation, modification or appropriation of them, so 
that they are used for communication and relationship as well. This seems to be 
strongly supported by the attitudes of the teenagers we have been working with. 
The area of games, and the request for high quality images and sounds seem to show 
differences in the two teenager segments studied. The older age group requests 
different games, such as role games, or, more generally, collectively shared and 
innovative games; and also higher quality images, sounds and graphics. Media and 
sports related games or activities are another potential success area, as indicated by 
the link between many successful mobile activities and the media. 
The differences shown amongst the two age groups in our small scale study indicate 
that successful applications have to be careful to target the segments of the market. 
This is a general assertion, but we stress it here, as an important factor qualifying the 
in this new area. 
While we have concentrated on teenagers, because of their potential in driving the 
success of the market, other applications such as banking, or financial, are important. 
They do not generate an important traffic, but are used extensively. This is shown 
both in the Japanese experience and in the short Spanish experience. Additional 
important aspects to be explored are publicity (where timeliness and positioning can 
play an important role) and payments through the mobile (although this would require 
probably some changes in the business models). 
Some of the criteria for designing potentially successful applications discussed can be 
used for the current GSM technologies (and SMS). But most of the significant 
advances would need new technology (at least GPRS)  and improved terminals. 
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10.2 Improvement of business models 
Although the success of the combination of mobile telephony and data in Japan 
probably owes a great deal to the quasi-monopoly situation, an initial observation 
should be that Japan supports alternative profitable models.  DoCoMo has two major 
competitors, and one of these is the world's only successful WAP service.  Even the 
relatively small wireless PDA market is stronger than in other parts of the world. 
Success can drive other smaller successes. 
An important lesson from the Japanese example is that vertical integration can help 
significantly in the development of a new market. The DoCoMo portal provided the 
users with easy access to a lot of content whose quality had been checked (the so-
called official sites). This model also provided a model of billing and revenue sharing, 
and as such, promoted the development of content providers. Nevertheless, the 
success has given birth to a much greater number of non-official sites, which are 
currently driving the market, especially with respect to entertainment applications. 
A recommendation for Spain would be to adopt this service approach where 
operators, or brokers (as Virgin shows) offer users easy access to selected content, 
with quality control, and also act as billing intermediaries. Nevertheless, success can 
come from many sources, and monopolistic approaches (such as exclusivity of the 
content) do not seem to be beneficial for take-up in this new market. In fact, we have 
noted that Japanese operators are currently offering more open access to services. 
Billing is also an important issue. Subscription charges would be difficult to 
implement in Europe, because of the prevalence of pre-pay customers, especially 
amongst the young people who are probably early adopters of the technology and 
driving its success. A model of revenue sharing which takes into account this fact 
would be needed, and virtual operators, such as Virgin (which offers its Virgin Xtras 
package) provide one possible avenue of development. Operators need to tie with 
service brokers and offer service providers fair models which promote the market. 
The youth sector has to be looked after. As we have stressed, GPRS is currently 
aimed at a professional market, and this may be a successful strategy in the short term 
(we recall that i-mode started as a service oriented towards professional users).  It is, 
however, unlikely to generate a lot of services or large demand, and increased traffic 
is more likely to come from younger age groups, and alternative uses of the 
technology. Professional services (banking, finance) will probably exist without good 
business revenue models, because the service simply adds new customer services at 
relatively low cost, and can be often offered for free because of improvements in 
customer relationships and potential savings in service provision. 
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Appendices 
A.1 Main mobile internet services providers in Japan, 2000121 
  NTT DoCoMo  KDDI/AU Tu-ka J-Phone 
Mobile Internet 
service 
i-mode EZweb J-Sky 
Markup language  i-mode compatible 
HTML 
HDML (WAP) MML 
Microbrowser Compact Netfront EZbrowser Proprietary 
Numbers of 
official sites  
576 (July 2000) 303 (August 2000) 287 (August 2000) 
Mobile Internet 
fee  
300 yen monthly 
basic fee + 0.3 yen 
per packet* 
200 yen monthly basic fee + 0.27 yen per packet* 2 yen per request 
(no monthly basic 
fee)* 
Image formats  GIF BMP, PNG PNG, JPEG 
Email acquisition 
method 
Email is sent to 
handset 
immediately  
Notification of new email is sent to the handset Notification of new 
email is sent to the 
handset 
Sending email  max. 250 double-
byte characters (500 
single-byte) 
max. 255 double-byte characters (510 single-byte) max. 3000 double-
byte characters 
(6000 single-byte) 
Receiving email  max. 250 double-
byte characters (500 
single-byte)> 
max. 2000 double-byte characters (4000 single-byte) max. 3000 double-
byte characters 
(6000 single-byte) 
Email storage on 
server 
50 messages for 30 
days 
200 messages for 7 days (inbox), 100 messages for 14 days 
(archive) 
192 messages for 
72 hours 
Email attachments 
functionality  
None** Images and melodies Images and 
melodies 
Network  800 MHz Digital 
Packet switched 
PDC/P (TDMA) 
Circuit switched PDC & 800 MHz 
Packet switched cdmaOne (CDMA) 
1.5 GHz Circuit 
switched PDC 
(TDMA) 
1.5 GHz Circuit 
switched PDC 
(TDMA) 
Speed 9.6kbps (i-mode), 
28.8kbps (DoPa) 
9.6kbps (PDC), 14.4~64kbps (cdmaOne) 9.6kbps 9.6kbps 
Packet 
Compatibility 
I-mode & DoPa CdmaOne/PacketOne Planned for 
summer 2001 
(28.8kbps) 
Not planned on 
PDC 
Targeted users  Universal Business people Young women Young women in 
their 20s & 30s 
Phone Usage Basic 
Fee Plan (monthly) 
Plan A: 4,500 Yen* PDC: 4,400 Yen*, cdmaOne 4,600 Yen* Business Plan: 
4,500 Yen* 
Standard Plan: 
4,500 Yen* 
Color support  256 colors 256 colors 256 colors 256 colors 
International 
roaming 
Korea Korea, Hong Kong, USA (Honolulu, San 
Francisco, New York City...), Australia 
(Melbourne, Sidney, Brisbane, Perth) 
None None 
Main mobile 
accessories  
Pocket Board, 
Exire, Pacty, 
Camesse petit  
Photo Palette, Web Palette, Mail Palette Cara Sky ePad, Sky 
Photo Pad 
Affiliated Internet 
Service (ISP) 
Mopera Daredemo Internet  Internet 
Freeway 
J-Phone Access 
Internet  
                                                 
121 Source: Mobile Media Japan, http://discuss.mobilemediajapan.com/stories/storyReader$1432 
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*100 Yen = US$0.92  
**Some i-mode handsets can send ring tones as attachments via e-mail -- but only to 
the same model handset.  
Main Source: "Cellular Phone White Paper 2000," in: Internet Magazine 2000.11, 
Impress Corporation.  
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A.2 Selected information from Morgan Stanley Dean Witter 
“The Japan Internet Report, September 2000. 
 
A List of i-mode Services and Providers (p. 6) 
Service Descriptions  Provider 
Transaction  
Banking  
Trade  
 
 
 
Credit Card Info.  
Insurance  
 
 
 
Airline/Travel  
 
 
 
Concert Ticket 
Reservation  
Book Sales  
 
CD Sales  
Game Software 
Sales 
 
Money Transfers, Check Balance, 
Financial Information  
Stock Quotes, Selling/Buying Stocks  
 
 
Check Account Balance, Member  
Account Information, Money 
Transfers  
 
 
 
Online Reservations, Mileage 
Account Check, Hotel Online 
Reservation 
 
 
Online Booking, Searching Concerts  
Online Book Sales  
 
 
Online CD Sales  
Online Game Software Sales  
 
Major City Banks and Regional Banks 
Daiwa Securities, Nikko Securities, 
Nomura Securities, 
DLJ Direct  
 
Information DC Card, Million Card, 
Sumitomo Visa Card, and 4 others  
Nippon Life Insurance, Meiji Life 
Insurance, and 5 others  
 
JAL, ANA, JAS, JTB  
 
 
 
PIA, Lawson Ticket, Ticket Saison  
Kinokuniya Bookstore, Hon-ya-san, 
Yamato System Development  
 
Cyberwing, Noel  
Cybird, Gepara.com 
Database 
Services  
Telephone 
Directory Search  
Restaurant Guide 
Dictionary Service 
Cooking Recipe 
  
 
 
NTT 
PIA, Zagat Survey 
Sanseido 
Osaka Gas, Ajinomoto 
Entertainment 
Network Games  
 
 
 
Visual Service  
 
 
Ringing Tone 
Downloads and 
Karaoke Search  
Entertainment 
Information  
 
 
 
Other 
 
Virtual Gambling Game, Virtual Golf, Virtual 
Dating Game 
i-mode Version Arcade Games 
Virtual Fishing Game  
Shogi  
Character Delivery  
Photo Data Downloads  
 
Karaoke Search Ranking, New Songs  
Ringing Tone Downloads 
 
Rental Video/CD Ranking, Inventory 
Information  
Surfing Information, Fishing Information  
FM Radio Station Information  
TV Guides, Program Information 
 
Horoscope, Fortune Telling,  
 
Bandai  
 
Tomy, Namco, Konami  
Dwango  
Hudson  
Bandai  
Photonet Japan 
 
Dai-ichi-Kosho  
Giga Networks, Exing, Joysound, DAM, 
Yamaha, Sega,  
Tsutaya  
Cybird  
J-WAVE, TOKYO FM, FM 802  
Nippon TV, NHK, SkyPerfecTV, Fuji TV  
 
Bandai Cybird  
Information  
Headline News  
Sports News  
News Updates  
Weather News  
TV Head line News, etc.  
Business/Tech News  
Mutual Fund Ratings 
Fund Information  
Regional News 
  
Asahi, Mainichi, Yomiuri, Nikkei  
Nikkan Sports, Sankei, Sports Nippon, etc.  
JIJI Press  
Weather news  
 
NHK Joho Network  
 
Nikkei BP  
Morningstar  
Many Regional Papers 
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1.2 Momentum in take up of all applications (p. 60) 
 
A) Present: Momentum in Take-up of All Applications 
(% of Response) 
Content / Services Jun 2000  Dec 1999 
E-mail 43.2%  29.1% 
News 18.2  11.2 
Traffic and Other Time-
Sensitive Information  
17.6  10.3 
Weather 15.6  9.7 
Shops and Other Location-
based Information 
12.7  7.7 
Tickets and Reservations  7.4  4.9 
Banking 7.2 3.6 
Corporate Remote Access  6.3  4.9 
Entertainment 5.6  3.5 
Horoscopes 5.5  3.9 
Books/Other Shopping 5.4  3.6 
Stock Trading 5.3 2.4 
Personal Information 
Management 
3.9  -- 
Concert Tickets and Other 
Reservations  
3.9  2.6 
Community Services  1.9  -- 
Insurance 1.6  0.9 
Other 2.6  2.0 
Not Using Any Services 49.6  66.1 
 
 
Source: Internet Active User Survey by Nikkei Net Business, June 2000. 
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A.3 Successful packages of i -mode services 
2.1 Bandai 
The following services were publicized by Bandai on their website122 in August 2001: 
 
Services 
Charge per 
month (tax 
excluded) 
Description 
 
100Yen 
per 
Character  
This is a daily service that provides your i-mode terminal 
display with illustrations of famous characters. There are now 
more than 20 popular characters to choose from, and there'll 
be many more in the near future! There is also a illustration-
storage function, so you can decorate your i-mode terminal 
display with your favorite character!  
 
100Yen 
per 
Character  
A character Illustration service for color display terminals. 
Illustrations can be displayed for screen savers, dispatch-
receipt screens, telephone directories, and so on. There are 
two types of services: one which provides different 
illustrations daily, and another which provides animated 
illustrations (corresponds to the "i-anime" function). 
 
100Yen 
per 
Team  
This service offers graphics that pro baseball fans will 
definitely want to download, changing on a daily basis. Users 
can configure their phone idle-screen as well as the images 
for downloading. Choose from image categories including 
pitchers, managers, coaches, team logos, uniform designs, 
team mascots, and more. 
200Yen for 
502,209 and 
Super 
Doccimo type 
An alarm melody receiving service for i-mode. For euro-
music fans, Katsuya Kobayashi brings you his "POP'S BEST 
HITS!" selection everyday. Japanese-music fans are also 
offered the latest hit songs daily. To top it off, the same 
service for anime-songs is now available! 
POWERD BY BMB&BANDAI   
100Yen 
for 501 type 
Provides Japanese-music fans with our recommended i-mode 
receiving alarm melodies.  
POWERD BY BMB&BANDAI  
 
300Yen 
With this service, you can decorate your e-mail with popular 
characters and send it to any i-mode member. Also, e-mail 
and illustrations can be sent to you from your favorite 
character. Presently, Disney and Sanrio (Hello Kitty, etc.) 
characters are available.  
 
300Yen 
This service offers you kind advice on the problems and 
questions you may have about love. It also tells you things 
like "What is the affinity between you and the one you love?” 
or "What should you wear for today's date?".  
©Nihon Koseigaku Institute/B-Factory  
 
300Yen 
This is a service for businessmen. It advises you how to run 
your business successfully. This service gives you advice 
whenever you're in trouble, i.e., how to contact your boss or 
business partner, or ideas for what to do after work.  
©Nihon Koseigaku Institute/B-Factory  
                                                 
122 http://www.bandai-net.com/english/imode-e.html 
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300Yen 
A virtual gambling game where you place bets on the 
outcome of future events. Earn virtual money points and 
compete against other gamblers to rule Asovegas! There are 
also various systems which will make the quiz more exciting, 
such as an odds floating system, buying and selling 
properties, BBS and so on.  
©BANDAI 1999  
 
300Yen 
A simulation game where you correspond by e-mail with 
virtual-girls. The results of this game will change depending 
on when and how you reply to the virtual-girls.  
©BANDAI/Caramel mama  
 
300Yen 
Take part in a complicated simulated network-game on i-
mode! Play as a sorcerer of Mystic Grapple! Command 
monsters and fight against other sorcerers in this virtual card 
game!  
©BANDAI 1999  
 
200Yen 
An easy-play golf game in which you can learn the manners 
and rules of golf. Ranking and Tournament systems are also 
available.  
©BANDAI 1999  
 
200Yen 
Enjoy solving various types of puzzles. Every month new 
puzzles are added to this service, and each month the ranking 
of the top puzzle solvers is announced. Puzzland members 
also decide the answer to a special question (i.e. by a 
majority decision). This service is provided in cooperation 
with Nikori Co., Ltd.  
©BANDAI 2000 ©nikoli(puzzle)  
 
300Yen 
The Japanese Igo (Traditional Japanese table game) 
Organization's official site. Igo puzzles and the latest 
organization news are made available to you!  
©BANDAI 1999  
 
300Yen 
A virtual horse-racing game where you breed your horses and 
race against other players' horses. You'll go mad with 
excitement over this horse-racing extravaganza!  
©BANDAI/EDGE/SQUEEZE  
 
300Yen 
Relive your days as an Elementary School student in this 
virtual game. Go to school 365 days a year and experience all 
kinds of fun school events. In the morning, go to homeroom 
and enjoy being one of the popular kids! Join in the Meal 
Club activities! Events will progress according to your 
multiple choice selections. From your answers, your own 
ideal elementary school experience will be created (i.e. be top 
athlete, band leader, etc.). After school, hang out around town 
and play hide-and-go-seek with your best friends!  
©BANDAI 2000  
 
300Yen 
Journey to cities throughout Japan and participate in Mah-
Jong Tournaments. Earn points and gather items in the game. 
In all Mah-Jong games you can compete against fellow 
players. When you start a game another player is 
automatically linked to your mobile phone via the network . 
To see this revolutionary system at work just start a game! 
Moreover, if you know a fellow player, feel free to play 
against them anytime you wish. Also have fun with the Mah-
Jong quiz, look up information in the useful rule dictionary, 
and access many more options!  
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©BANDAI 2000  
 
200Yen 
This service offers information to users on a subscription 
basis, in conjunction with the highly popular Happie 
magazine. Users can get loads of fashion and shopping 
information, with other special services available only to 
subscribers. 
POWERD BY BMB&BANDAI  
 
300Yen 
A fan club featuring talented artists on the i-mode terminal. 
All the latest news and photos of popular, talented artists is 
available to you by e-mail... from idols! 
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2.2  Cybird 
The most successful developers mobile contents in Japan are Cybird, who develop not 
only for i-mode, but also for its competitors J-sky and EZweb.   
 
 i-mode applications developed by Cybird  
 
Chaku Kyara!  (Wait-mode screen)  
 
"Cool and not childish" is the theme that runs through the characters like SPAWN, 
POPEYE and TINTIN. From the characters of popular comics that have been made into 
TV series or movies, and the picture books that are read around the world, up to 30 images 
per month can be downloaded into the waiting screen. 
 
i Takarazuka Kageki  (Information) 
This is the i-mode site of the Takarazuka Operetta of which almost everyone has heard. In 
addition to providing information about events and performance notices of Takarazuka 
Operetta, this service provides some fun menu items. These include the "Star collection," 
which allows you to convert a picture of your favorite stars into the image of your screen 
saver, and "Takarazuka melodies," which allows you to use some of the popular tunes used 
in the performances as your own calling sound. It also provides a site where you can send 
a picture of the stars as greeting mail or exchange your pictures with others. So, even if 
you are not a Takarazuka fan, the service is full of information you simply can't afford to 
miss! 
Tie-up partner: Hankyu Corp. 
 
Kagami Ryuji no Shinrisenseijutsu 
(Astrology) 
 
Ryuji Kagami, one of Japan's famous astrologer, produces this Astrology service. The user 
can get accurate data about; destiny, love life, studies and business, by putting in their birth 
time and birth place. 
 
Zenrin Keitai Map  (Map & Information) 
"Zenrin Keitai Map" is a mobile-era map information service that searches and displays 
maps on mobile phones. 
There are two types of maps used for this service; the in-detail city maps that even show 
shapes of buildings, which is a specialty of the map industry leader Zenrin; and road maps 
covering the entire country. Both types of maps are designed to be viewed very easily, 
displaying landmark information such as locations of banks and convenience stores with 
icons. In addition to the basic useful functions to search destinations by address, objective, 
or station, the service contains "My Spot," which enables users to save frequently accessed 
locations, as well as "My Map" that saves users' favorite maps. As a feature original to 
mobile phones, it is also equipped with a communication feature named "m@p mail," 
which attaches and sends searched maps through e-mail. 
 
Kensho Pazzler  (Puzzle Game) 
 
This is a puzzle game that everybody can comfortably enjoy, which has been developed in 
collaboration with Sekaibunka Publishing, publishers of specialist puzzle game magazines. 
In the i-appli-enabled version of this service, the highly advanced "Oekaki Logic" and 
"Number Place" have made its debut. Now, you can enjoy pondering over puzzles without 
worrying about the time. The puzzles will be updated twice a month and provide problems 
for each level of player: beginner, intermediate, and advanced. Even when you stop 
playing a game, you can later resume the game from the point where you left it. 
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Mchiuke Tsukuro?  (Wait-mode screen)  
 
A service for designing your own wait-mode screen without using a PC or special 
application. Screens may be based around either photographic images or illustrations, and 
are designed by simply selecting features such as layout and pictures. 
 
Shimizu Chinami to iOL iinkai shuppankyoku  (Community & 
Publishing) 
The Working Women's Report is a straight opinions from working women community 
OLs' run by columnist Chinami Shimizu, and currently has over 10,000 members. Current 
and former working women talk frankly about their own experiences relating to work, 
romance, and marriage through BBS on mobile phones, submitting contributions with a 
view to the publication of a book. 
 
Prinet  (Photo Communication) 
 
Register user's personal information, such as nickname, gender, region and hobbies. The 
user can exchange email with portrait photos, contribute photos to BBS. Members are able 
to save photos on a "Prinet" server (their own photo album) that can be accessed at any 
time. The user can personalize their screen with a photo and exchange with others. 
 
Robo-Robo  (Communication Game) 
 
A communication game where you can take a journey through wonderland together with 
the intelligent creature "Robo-Robo". 
 
CoolSound  (Ringing Tone) 
 
While the calling melodies so far have been covered tunes of Japanese and western hit 
songs, CoolSound offers Cybird's original music for calling melodies. Popular artists who 
lead today's music scene have written original tunes specifically for this service. It's the 
first offering of this kind for the i-mode. 
 
Tsuriking  (Information) 
 
The first daily fishing information service for mobile phones. Filled with useful 
information both for fish lovers and for those who intend to start. It provides list of new 
products, catch of fish info, event information and illustrated references. 
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Anata no Nedan?  (Personality Quize) 
 
"How much are you worth?" is the first human evaluation and diagnosis service available 
on the i-mode. Supervised by Professor Hidenori Kobayashi, the authority of policy 
science at the School of Policy at Chuo University, "How much are you worth?" provides 
perspectives based on policy science for those worrying about their own economic values, 
couples and those who simply want to have fun knowing about their economic values. 
 
Cool Screen  (Wait-mode screen) 
Cool Screen provides pictures that can be used as wall paper on the mobile phone. Users 
can select their favorite pictures to suit any occasion from a variety of collections such as 
Pictgram, Oriental, Typography and so on. 
Besides its wide variety of cool pictures, Cool Screen provides a JavaTM enabled 
"Viewer" with which users can easily check lineups of pictures and select their favourites. 
Greeting mail is also available in this service. 
 
Wine Shop ENOTECA  (EC & Information) 
 
So you really liked the wine you had at a restaurant and are wondering what exactly it 
was? 
You can check and buy the wine at a restaurant immediately. And you can recommend it 
to your colleagues. Or send a bottle to your friend as a gift. At this site, you can not only 
buy wine, but learn how to enjoy wine. We have information covering more than 2,000 
brands of wine. 
 
Pop-teen Net  (Community & Publishing) 
 
An information community site for fashion-conscious young women in their teens and 
early twenties. Services offered include POP information, the latest information provided 
by the Popteen magazine, POP Uranai, a very popular astrology series by Dr. Anfin, and 
My POP, through which private information about the Pop models can be viewed and e-
mails can be sent. 
 
TV Panic Game Store   (EC & Information) 
 
This service allows users to book or apply for the purchase of Game Software from mobile 
phones. This is a very convenient service where the user can choose to have the software 
delivered home or any other location deemed convenient. 
A wide range of new and old games are available. 
 
Neko no Jikan  (Information) 
 
This service is filled with useful information for cat owners. It includes a health check, IQ-
test ,and handy telephone book, as well as games, a fortune telling service, and short 
stories about cats. A daily cat calendar, "Neko Mekuri", is also included, featuring 
photographs of cute cats that change everyday. 
 
Nami Densetsu  (Information) 
 
This service provides the newest wave/weather information on 200 domestic surf points, as 
well as 34 surf locations worldwide. 
Surfers and body boarders would love the wide variety of useful contents including "How 
to Surfing," shop introductions, surf trip/contest information, and guides for body boarders. 
All weather information provided in clear graphics by "Nami Densetsu," such as AMeDAS 
information covering precipitation, temperature, wind directions, wind velocity, sunlight, 
and snow, in addition to GPV wave/wind forecasts and weather maps will certainly be 
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found convenient in various outdoor scenes. The services are to launch soon. 
 
Stardust i-web  (Information) 
 
Stardust i-WEB is an information service providing profiles, schedule information, photos 
and messages from various celebrities (provided by Stardust Promotions, entertainment 
productions). 
Close to 90 celebrities are included. 
 
Shiotsuki Yaeko no Kankon Sosai Jiten 
(Fingertip Directory) 
 
This service is filled with useful information for formal occasions edited by Yaeko 
Shiotsuki. Including how to write greeting letters, how to tie a gift with a paper cord 
properly, how to write on the front of an envelope for ceremonial occasions. 
 
i-mode Benri Memo  (Fingertip Directory) 
 
Convenient Memo provides useful information for daily life, such as postage information, 
a list of stamp duties, a world clock and an event schedule. The site also comes with handy 
functions such as the automatic conversion of weights and measures, and quick conversion 
from year of birth (Japanese method)to age. 
 
i-mode Benri Dial  (Phone book) 
 
Convenient Dial contains a list of contact information for personal and business use. It 
provides information on holiday, nighttime clinic, and also for other emergencies such as 
lost belonging or credit cards. Traffic and flight information is also provided by this 
service. 
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A.4 Additional information on the European and Spanish 
markets 
   
 
Comparative analysis of European countries  
(30th June 2000) 
 Clientes 
(000)  
Penetració
n 
Crecimie
nto en el 
año 2000 
Finlandia  3.913  75,5  30.2 
Noruega 2.871  65 9.2 
Suiza 5.732  64  26.7 
Noruega 2.871  65  9.2 
Suiza 5.732  64  26.7 
Dinamarca 3.343  62,9 34,7 
Italia 35.377  61,8  33,7 
Austria 4.992  60,6 35,5 
Irlanda 2.050  56,9  101,9 
Suiza 4.060  56,5  65,5 
Holanda  8.659  54,7  55,9 
Portugal 5.193 52,3  23,6 
Reino Unido  30.607  52,1  55,7 
España 19.926  50,5  65,6 
Grecia 4.832  45,8 48,2 
Alemania 33.990  41,2 89,3 
Francia 24.295  41,1  35,7 
Bélgica  3.995  39,1 49,2 
Total 193.834   
Penetración 
media 
50,2   
 
 
Fuente: CMT, Competition, p.13.   
The three entries for Suiza (Switzerland) are anomalous. 
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European networks with 2,000,000 + subscribers 123 
 
Country/Network Subs Shareholders  
 
Germany 55,060,000   
T-Mobile  22,300,000 DT 
D2 Vodafone  21,840,000  Mannesmann 65.20 % Provisional 
Vodafone AirTouch 34.80 % Provisional  
E-Plus Mobilfunk 7,520,000 KPN Telecom 77.49 % 
BellSouth International 22.51 % 
Viag Interkom E2 Citypartner 3,4000,000 BT (British Telecommunications plc) 45.00 % 
Viag Telecom 45.00 % 
Telenor 10.00 % 
Italy 47,090,900   
TIM   21,240,000 Tecnost 60.15 % 
Traded shares/other institutional etc 29.95 % 
Banca d'Italia 1.77 % 
Société Générale 1.29 % 
Bankers Trust 1.00 % 
Fonditalia 0.92 % 
Europacific Growth Fund 0.77 % 
Arca 0.71 % 
Finanza & Futuro Fondi Sprind 0.66 % 
Nomura International 0.65 % 
Fidelity International 0.62 % 
Merrill Lynch & Co 0.60 % 
National Bank of Abu Dhabi 0.46 % 
Adia European Investment Authority 0.45 % 
Omnitel 16,300,000 Omnitel Sistemi Radiocellulari 70.00 % 
Pronto Italia 30.00 % 
Wind 6,750,000 Italco 51.00 % 
DT-FT Italian Holding GmbH 49.00 % 
Blu 1,350,000   
UK 43,446,000   
BT Cellnet 11,020,000 BT (British Telecommunications plc) 100.00 % 
Orange 
12,120,000 Hutchison Telecommunications (UK) Ltd 100.00 % 
Vodafone 10,761,000 Vodafone AirTouch 100.00 % 
One-2-One 9,520,300 Deutsche Telekom AG 100.00 % 
Virgin Mobile 650,000 Virgin Group 100% 
France 33,720,000   
Orange France 16,200,000  
SFR 11,420,000 France Telecom SA 100.00 
                                                 
123 Source: Cellular Online, September 2001  http://www.cellular.co.za/stats/stats -europe-over-
2million.htm 
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Bouygues Telecom  6,100,100 Bouygues Decaux Telecom 55.00 % 
Cable & Wireless plc 20.00 % 
Veba Telecom 17.50 % 
Banque Nationale de Paris 3.50 % 
Paribas 3.00 % 
Bouygues 1.00 % 
Spain  26,813,000   
Telefónica Móviles (6) 14,899,000  
Airtel (10) 7,270,000 Torreal 
Banco Santander Central Hispano (BSCH) 30.45 % 
Vodafone AirTouch 21.70 % 
BT (British Telecommunications plc) 17.81 % 
Acciona (Cubiertas) 10.85 % 
BBK 4.76 % 
Guipuzcoa Donostia Kutxa 4.01 % 
Inversiones Fersango 3.30 % 
Corporacion Alba 2.71 % 
Caja Asturias 2.18 % 
Retevisión Móvil Amena 4,440,000 Retevisión 40.10 % 
STET Mobile Holding (SMH) 23.30 % 
Unión Fenosa 11.55 % 
Endesa 11.55 % 
CAM 3.60 % 
Caixa Vigo 3.20 % 
CAN 3.00 % 
Caja de Cataluña 3.00 % 
Euskaltel 0.50 % 
Unicaja 0.30 % 
Kutuxa 0.20 % 
Netherlands  11,874,000   
KPN Mobile (GSM) 5,170,000 Royal KPN 85.00 % 
NTT DoCoMo 15.00 % 
Libertel 3,331,000   
Telfort  843,000   
Dutchtone 1,480,000 France Telecom SA 80.00 % 
ABN Amro 10.00 % 
Rabobank 10.00 % 
Ben Nederland 1,050,000 Belgacom 70.60 % 
Tele Danmark 29.40 % 
Turkey 
9,585,000   
Turkcell 6,800,900 PTT Turkey 100% 
Telsim 2,800,000   
Sweden 
6,703,000   
Telia Mobitel 3,200,700 Telia 100% 
Comvik Europolitan 2,300,600 Tele2 AB 
Europolitan 1,048,600 Europolitan Holdings 
Portugal  7,554,200   
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Telemovel 3,300,400 Portugal Telecom 100.00 
Telecel 2,578,000 Vodafone AirTouch 50.90 % 
Publicly Traded 39.10 % 
Telepri 10.00 % 
Optimus 1,676,000 Optimus (GSM-9/18) 
Inparsa 45.00 % 
ETG 25.00 % 
France Telecom SA 20.00 % 
Maxitel 5.00 % 
IPE 5.00 % 
Greece 7,040,000   
Panafon 2,520,000 Vodafone AirTouch 55.00 % 
Publicly traded 32.00 % Provisional 
France Telecom SA 3.00 % 
Listed 10% 
Stet Hallas 1,932,000 STET Hellas (GSM) 
STET Mobile Holding (SMH) 58.10 % 
Bell Atlantic 20.00 % 
Publicly traded 16.70 % 
InterAmerican 5.20 
Cosmote 2,590,000 OTE 70.00 % 
Telenor 22.00 % 
[unknown company]8.00% 
Belgium 6,977,000   
Belgacom Mobile Proximus (GSM-
9/18) 
3,900,000 Belgacom 75.00 % 
Vodafone AirTouch 25.00 %  
Mobistar 2,200,000   
KPN Orange Belgium NV (GSM-
1800) 
857,000 KPN Telecom 50.00 % 
Orange Overseas Holdings Ltd 50.00 % 
Austria 6,612,000   
Mobilkom 2,805,000 Mobilkom (GSM-9/18) 
Telekom Austria 75.00 % 
STET Mobile Holding (SMH) 25.00 % 
MaxMobil 2,252,300 max.mobil Telekommunikation Service GmbH (GSM) 
DeTeMobil (Deutsche Telekom MobilNet GmbH) 
100.00 % 
Connect Austria One 1,275,000 Connect-Austria GmbH (GSM-1800) 
RHI Telecom GmbH 24.35 % 
VIAG Gesellschaft für Telekommunikation GmbH 
24.23 % 
Telenor Invest AS 21.14 % 
Tele Danmark 18.17 % 
Constantia Telecom Beteiligungs GmbH 12.11 % 
tele.ring (GSM-1800)  240,000 Mannesmann Eurokom 53.80 % 
Local investors 46.20 % 
      
Poland 5,210,000   
Polaska Telefonia 2,100,000 PTT Poland 100% 
Polkomtel 1,970,000   
Cetertel 1,280,000   
Switzerland 5,101,000   
Swisscom 3,445,000 Swisscom AG 100.00 % Provisional – Sale 
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Orange 874,000 Orange Overseas Holdings Ltd 42.50 % 
Viag 42.50 % 
Banque Cantonale Vaudoise 10.00 % 
Swissphone 5.00 % 
Sunrise 782,000 diAx Holding 60.00 % 
SBC Communications 40.00 % 
Finland 4,034,800   
Sonera 2,443,500 Government of Finland 54.50 % 
Nominee-registered shares 28.90 % 
Other shareholders 8.70 % 
Institutional investors 7.90 % 
Radiolinja 1,293,500 Helsingin Puhelin 69.10 % 
Radiolinja 30.90 % 
Telia Finalnd 193,700 Telec 20% 
DNA Finland 75,000 Telia 100% 
Denmark  3,929,000   
Tele Danmark Mobil 1,865,000 Tele Danmark 100.00 % 
Dansk Mobil Telefon sonofon 1,095,300 GN Great Nordic 53.50 % Provisional - Sale 
Telenor 53.50 % Provisional - Purchase 
BellSouth International 46.50 % 
Mobilix 570,000 FTM I Denmark A/S 54.00 % 
Banestyrelsen 14.00 % 
PAI (Paribas Affaires Industrielles) 9.00 % 
GE Capital Structured Finance Group (SFG) 9.00 % 
Part'Com (Groupe Caisse des Dépôts) 6.00 % 
Capital Communications CDPQ 5.00 % 
Mediatel Capital 3.00 
Telia 359,000 Telia 100% 
Norway 
3,293,000   
Telenor 2,290,000 Telenor AS 100.00 % 
Netcom 1,003,000 Société Européenne de Communication 24.08 % 
Tele Danmark 20.18 % 
Ameritech 19.74 % 
Small investors 15.94 % 
Orkla Industries 10.73 % 
Morgan Guarantee Trust 1.98 % 
Chase Manhattan Bank 1.84 % 
Kommunale Landspensjonkasse 1.52 % 
Royal Bank of Scotland 1.23 % 
Scan Bank 1.13 % 
Folktrygdfondet 1.09 % 
Ireland 
2,625,000   
Eircell 
1,615,000 Eircom (Telecom Eireann) 100.00 % 
Esat-Digifone 
1,010,500 Esat Telecom Group 49.50 % 
Telenor 49.50 % 
IIU Nominees Ltd 1.00 % 
Meteor Mobile Communications Ltd 170,000 Western Wireless International 60.00 % 
RF Communications 30.00 % 
The Walter Group 10.00 % 
 
The prospects for i-mode in Spain and Southern Europe 
109  
A.5 Details of prepay and postpay systems in Spain 
Income from traffic in Spain (millions of pesetas) 
1999 2000 Variation 2000-1999  
Pre 
pay 
Post 
pay 
Total Pre 
pay 
Post 
pay 
Total Pre 
pay 
Post 
pay 
Total 
Telefónica 
Móviles 
España 
93.868 195.987 298.855 142.824 261.274 404.098 52% 33% 39% 
Airtel-
Vodafone  
22.413 107.755 130.168 38.312 140.968 179.280 71% 31% 38% 
Retevisión  
Móviles 
8.926 3.505 12.431 37.578 26.755 64.333 321% 663% 418% 
Total 125.207 307.247 432.454 218.714 428.997 647.711 75% 40% 50% 
  
Percentage income from prepay and postpay traffic, by operator in Spain 
1999 2000 Variation 2000-1999  
Prepay Postpay Total Prepay Postpay Total Prepay Postpay Total 
Telefónica 
Móviles  
75% 64% 67% 65% 61% 62% -10% -3% -5% 
Airtel-
Vodafone  
18% 35% 30% 18% 33% 28% 0% -2% -2% 
Retevisión  
Móvil 
Amena 
7% 1% 3% 17% 6% 10% 10% 5% 7% 
Total 100% 100% 100% 100% 100% 100% 0% 0% 0% 
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A.6 Resources collected in the course of the project (index of 
the CD-ROM attached)  
Mobile data services in Japan: PDF files 
Universities 
· Mobile Internet Content Providers and their Business Models - What can 
Sweden learn from the Japanese experience. Alice Devine and Sanna 
Holmqvist. Stockholm 2001.  
An extremely useful document, written following extensive interviews with 
people in the industry in Japan.  
· The Mobile Internet Market: Lessons from Japan’s i-mode System Jeffrey 
L. Funk Associate Professor Kobe University Graduate School of Business  
· Mobile Internet Services in Japan. Identifying organization as a key 
factor for success.  
This "graduation thesis" by Victor Pikula of Erasmus University contains a 
useful description of DoCoMo's relationship with its suppliers and content 
providers, and a rejection of the theory that low fixed internet rates have 
supported the growth of mobile internet access.  
· 3G Wireless Opportunity Space Tommi Roman and Omar AL-Janabi, 
Seminar from Helsinki University of Technology. Overview of 3G 
opportunities, with some information about market preferences.  
Institutional reports 
· McKinsey Quarterly. M-commerce: An operator’s manual 
Analysis of business models. "Mobile-telephone operators could compete on 
all levels of the mobile-commerce value chain—but they should think twice 
before they do."  
· Mobile Vision - Mobile Services & Applications Japan  
20 page report on i-mode by the Swedish Office of Science and Technology 
· Cyber Life Observations. Study on the Japanese Consumers' use of 
Information and Telecommunications Equipment and Services. Nomura 
Research Institute, Ltd. November 8th 2000. Extensive statistics.  
· No. 11 Report from the UMTS Forum: ENABLING UMTS / THIRD 
GENERATION SERVICES AND APPLICATIONS This report focuses on 
technical issues, giving a clear description of the technology, and it also 
provides interesting data, such as statistics on teleworking in European 
countries.  
· Wireless Trend Analysis and Gartner Symposium Wireless Survey 
November 21, 2000  
Includes interesting analysis of the role of wireless, and why wireless has not 
taken off in the States.  
· The Japan Internet Report. Morgan Stanley Dean Witter. Equity Research 
Japan. Sept 2000. 210 page report, including analysis and statistics, with 100 
pages of company statistics.  
· Ways and Means Identifying winning on-line applications over multiple 
platforms  by Rima Makarem Strategic Research Lab. 8 page report. 
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"Research by Cap Gemini Ernst & Young reveals that service providers must 
concentrate on the familiar skills of selling benefits and delivering well-
managed, cost-effective, and relevant services, if they are to succeed in 
developing on- line applications across multiple platforms."  
· Mobile Commerce - Winning in Japan 36 page report from 
TechnologyRating International, Amsterdam, analysing the market position of 
DoCoMo and possible future developments.  
· Sveriges Tekniska Attachéer Mobile Vision - Mobile Services & 
Applications Japan  
· Nomura, overview of results of the Eighth Cyber Life Survey results, 
November 2000  
· Strategis Japan Mobile Internet Case Study:NTT DoCoMo i-mode, index 
of contents only  
ITT DoCoMo annual report 2000. Selected files 
· Insight: How DoCoMo Developed the Mobile Multimedia. Transforming 
the Cellular Phone Into a Gateway to the Web  
· FREQUENTLY ASKED QUESTIONS Strategies and Issues Shaping 
DoCoMo’s Future  
· Statistical Overview  
Statistics from Japan.Inc 
· January (including "What worries Japanese internet users"; "Network home 
electronics market growth",  " Internet usage at small and medium enterprises 
in Japan")  
· February (Including "Criteria for buying a mobile phone",  
· March (including "Things you shouldn't forget when going out", "Do mobile 
ads work?", "Population percentage online, country by country"  
· April  
· May (Including % of official i-mode sites charging for content)  
· June  (including "What kid's crave", "Monthly phone bill for students"  
· July (including "Net access in the fast lane" "Where do you want to access the 
net outside of home or workplace?", "MP3 Rip Rock and Roll" describing use 
of MP3 in Japan.  
Other files 
· K Laboratory Co., Ltd. Company Profile The Mobile Phone Software 
Laboratory from JAPAN Information about Java solutions.  
· Mobile Commerce & Wireless Internet International Summit Japan 
Opportunities for wireless ISP  
Mobile data services in Japan: Web pages 
From DoCoMo's website 
· Information from DoCoMo about the new i-area service, which provides 
information about services in your current location  
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· DoCoMo's i-mode usage regulations  
· DoCoMo's i-mode mail interface and charges  
· DoCoMo list of official English i-mode sites, as of May 7th 2001  
· DoCoMo's description of their current research effort  
i-mode FAQ 
· Eurotechnology.com's FAQ introduction to i-mode  
Surveys 
· Overview of Nomura Study on the Japanese Consumers' Use of 
Information & Telecommunications Equipment and Services [Overview 
of the Results of the 8th Survey] 22 December, 2000. PDF file of whole report 
is on this disk   
· 2001 survey of the use of the Internet in Britain produced by the British 
Consumers Association  
On-line Journals 
Japan Inc 
o Daniel Scuka explaining why what DoCoMo does is harder than it 
looks. From Japan.Inc's Wireless Watch newsletter, issue 13  
o Daniel Scuka explains why wireless access will be popular outside 
Japan. From Japan.Inc's Wireless Watch newsletter, issue 8  
o Daniel Scuka explains why data transmission will be important to 
the US market. From Japan.Inc's Wireless Watch newsletter, issue 14  
o Steve Mollman explains how DoCoMo have solved the 
micropayments problem. From Japan.Inc's Wireless Watch 
newsletter, issue 5, April 20th 2001  
o About L-mode Steve Mollman writing in the Japan Inc newsletter (not 
Wireless Watch), issue 130, April 25th 2000  
o Press release announcing creation of the Mobile Services Initiative 
(M-Services), 13 June 2001 London, UK - The GSM Association  
o Daniel Scuka article explaing why i-appli is important. From 
Japan.Inc April 2001 issue  
o Top 20 Keywords: i-mode Vs. Web . Japan Inc May 2001 issue  
o Graphics from JapanInc article with statistics on reasons given for 
buying i-mode, and present and projected on-line advertising 
revenues in Asia  
o Graphics from JapanInc article with statistics on Japanese fixed v. 
mobile internet access.  
o Keitai Vs. Game Handhelds .  Japan Inc, Max Everingham, May 2001 
issue  
o Wired article about DoCoMo by Frank Rose  
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The Industry Standard 
o Exporting Japan's Revolution THE INDUSTRY STANDARD 
MAGAZINE, Joe Ashbrook Nickell and Michele Yamada Issue Date: 
Feb 05 2001  
o Industry Standard analysis of prospects for exporting i-mode  By 
Joe Ashbrook Nickell and Michele Yamada, Issue Date: Feb 05 2001  
o I-Mode May Charge for Content. Industry standard article, May 21st 
2001  
AsiaBizTech 
o Description of three stage plan for opening up access to i-mode 
services. AsiaBizTech, March 27 2001  
o Page describing potential pitfalls in the i-mode business model 
AsiaBizTech, December 11th 2000  
Others  
o Vodafone's investment in J-phone . BusinessWeek online, May 21st 
2001  
o Your mobile phone will soon be a wallet - DoCoMo chief. 
JapanToday, Wednesday, July 11, 2001  
o eBizChronicle Jupiter: Europe and US Failing to Learn from 
Japan's Mobile Commerce Success  
Assorted web pages 
· Review of republic.com by Cass Sunstein.  Guardian June 28, 2001 Provides 
a negative view of the implications of personalised information systems, 
which reduce contact with the surrounding world.  
· Nuevos servicios georreferenciados de telefónica, 12 julio 2001  
· Logica's location sensitive services launch, May 6th 2001  
· Description of i-appli, and link to the list of Official i-appli.  
· Learning from Japan AnywhereYouGo.com, 02 July 2001. Stresses 
immediacy as an important factor.  
· Mobile Lifestreams iMode web. Sells reports, and provides introduction to 
DoCoMo, with some discussion of content, and of proposed music system.  
· Big in Japan NTT DoCoMo Hits a Wireless Milestone with "i-appli" Service  
· CNN J-Phone users to gain access to rival I-mode service - August 17, 
2001  
· Cybird games described  
· DoCoMo strikes deal with Dutch firm on i-mode license Japan Times 
Online  
· Japan Today Japan News. July 11th 2001 - News - Your mobile phone will 
soon be a wallet - DoCoMo chief  
· Guardian Unlimited | Netnews | Japan's quantum leap  
· Guardian Unlimited 'Think drastically, implement steadily'Interview: Keiji 
Tachikawa, president NTT DoCoMo Saturday October 20, 2001  
· Asia Biz Tech High-Speed i-Mode Adopts TCP/IP  
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?? Hirosue Ryoko, a photo of the actress who featured in many campaigns 
directed at young Japanese women, and quicktime movie of one of the ads.  
?? i-mode photos scanned from Bunte.  
?? Modezilla. i-appli outline   
?? Asia Biz Tech NTT DoCoMo-Style Business Model Includes a Few Pitfalls  
?? AnyWhereYouGo Mobile development i-Mode: Learning From Japan  
?? Newsbytes I-Mode Poised For Take-off In Europe - Report  
?? Mobile Media Japan : KDDI eats DoCoMo's lunch KDDI enables its 
subscribers to browse sites created for rival DoCoMo's i-mode service  
?? Wireless in a nutshell.com 06 May 2001Logica demonstrates location 
sensitive i-mode experience  
?? MBusinessDaily -- Mobile Business News 08/24/01 Four J-Phone 
Companies to Merge  
?? Mobile Media Japan : J-Phone releases free composer tool for J-Sky  
?? Introduction to i-mode  
?? Asia Biz Tech NTT DoCoMo to Open I-Mode Mobile Network in Three 
Stages  
?? The New York Times Phone Surfing for a Few Yen August 19, 2000, by 
MIKI TANIKAWA  
?? The Industry Standard: I-Mode May Charge for Content  
?? Business Week Online, May 21, 2001 Look Out, DoCoMo--Someone's 
Gaining on You, comments on J-phone and Vodafone link up  
?? mobileIPOs.com On DoCoMo's IPO floatation  
?? AnywhereYouGo.com Wireless: Argogroup Launch of Anymobile Removes 
'Language Barrier' Between Japanese Mobile Services  
?? USA Today First look: First third-generation phones  
?? allNetDevices' David Boettger says that i-mode cannot be exported. 
The European and Spanish mobile telephone markets: PDF 
files 
CMT documents 
The reports by the Spanish telephone regulator, the COMISIÓN DEL 
MERCADO DE LAS TELECOMUNICACIONES , are a key resource. All CMT 
documentation is in Spanish. 
?? The report for 2000 split into a number of files:  
?? The 2001 report on competativity in the Spanish mobile market.  
Market analysis documents 
?? Wit Soundview Wireless Update 2000 Wireless Trend Analysis and 
Gartner Symposium Wireless Survey November 21, 2000  
?? eTranslate WEB GLOBALIZATION STATISTICS, background 
information about internet usage worldwide with a focus on eCommerce.  
?? PricewaterhouseCoopers  IAB Internet Advertising Report First Quarter 
2000, Summary Results  
?? Red Team The History and Current State of Online Advertising  
The prospects for i-mode in Spain and Southern Europe 
115  
· AdRelevance. Online Media Planning Report, February 2001 The State of 
Online Advertising  
· Asocación para la Investigación de Medios de Comunicación (AIMC)  
o Audiencia de Internet, Abril/Mayo de 2001.  
o NAVEGANTES EN LA RED Cuarta encuesta AIMC a usuarios 
de Internet  
o EGM: AÑO MÓVIL OCTUBRE 2000 - MAYO 2001  
Business analysis 
· Nokia  
o 3G Market Research mCommerce: An end user perspective. Key 
Learnings from Global Research  
o Nokia Multimedia Messaging. As SMS evolves to mobile multimedia 
profitable opportunities abound.  
o WAP over GPS. Realizing the potential of mobile services  
o Mobile network evolution to Multimedia Messaging  
o Early Demand for Nokia Multimedia Message Service. Market 
Study of MMS. Case Study  
o The Demand for Mobile Value Added Services. Study of smart 
messaging, market survey  
· Helsinki University of Technology, Infocom Management Program TU-
91.167 Tommi Roman, Student seminar in Business Strategy and 
International Business 3G Wireless Opportunity Space  
· Cap Gemini Ernst & Young  
o Partnering: The Essential 3G Challenge  
o Redefining the Mobile Multimedia Horizon: The Services 
Supermarket  
o Ways and Means, Telecom Media Networks. Identifying winning on-
line applications over multiple platforms, by Rima Makarem  
· Kellogg TechVenture  2000 Anthology Wireless Winners Where the Value 
Lies in Wireless and Who Will Capture It April 2001  
· The Boston Consulting Group.  Mobile Commerce.  Winning the On-Air 
Consumer November 2000.  
· Mobilicity report Fundamentals of M-Business.  May 2001.   
· Mobile Lifestreams  have produced a series of "White Papers" which are 
extensive extracts of their expensive full reports.  
o Yes 2 Prepay has extensive technical background on prepay 
technology, and some comments on the commercial and strategic 
aspects.  The PDF file is undated.  
o Success 4 WAP, February 2001.  An introduction to the technical and 
strategic issues surrounding WAP.  
o Success 4 SMS.  A good and complete introduction to the potential 
applicacations of SMS, without the statistical information about 
markets which are presumably to be found in the main report.  
o Next Messaging.  An Introduction to SMS, EMS and MMS messaging  
o Yes to GPRS.  An introduction to the issues surrounding GPRS  
o Data on Bluetooth.  A guide to its deployment  
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Technical aspects 
· Report No. 11 from the UMTS Forum ENABLING UMTS / THIRD 
GENERATION SERVICES AND APPLICATIONS  
· WR Hambrecht & Co, Assessment of the potential of Openwave, supplier 
of browser software for mobile phones.  
The European and Spanish mobile telephone markets: Web pages. 
· Introductory documents  
o A simple introduction to mobile technology by Malachy Murphy.  
o A collection of links put together by Morten Rask  
o Tarifica Report I-Mode in Europe  summary.  
· Mobile data applications  
o El 'e-mail' se impone como motor económico José F. Leal /Alicia 
Serrano, 20 de abril de 2001  
o Finnish football discovers the joy of txt Leader Wednesday October 
3, 2001 The Guardian  
o Cellular Co.50 Billion Global Text Messages in 1Q2001  
o 20 June 2001 Telefonica Moviles Spain markets X-Men Games 
from Riot-E. News item from Mobile iMode  
o Mobile Lifestreams report on X-men game   
o I-MODE IN EUROPE Entertainment and Content for the 
European Audience. Outline of a report by Tarifica. It shows which 
issues they address  
o Cap Gemini Ernst & Young realiza un estudio sobre el uso de 
dispositivos y aplicaciones móviles por las empresas   
o Noticias.com. Telefónica Móviles dota a e-moción de nuevos 
servicios georeferenciados  
o CyberAtlas Wireless: SMS Continues to Take Messaging World by 
Storm  
o CyberAtlas Wireless: Wireless Aims for Widespread Appeal  
· Market analysis  
o  Spain is different”, pero Italia y Francia también Claxion Content 
Services December 2000  
o Italy Fourth Largest Internet Market in Europe   
o eMarketeer Global Mobile Penetration  
o Mobile phones, WAP and the Internet, The European Market and 
Usage Rates in a Global Perspective 2000-2003. Carl H. Marcussen, 
Senior Researcher, PhD, Centre for Regional and Tourism Research, 
www.crt.dk,Denmark  
o CyberAtlas Geographics: Internet Users, Time Online Increases in 
Europe   
o New Media Monitor - From the European Travel Commission 
Internet usage patterns   
o Jupiter MMXI España Evolución del uso de Internet en España en el 
primer semestre de 2001  
o Cía Editoria, Ranking exclusivo de la telefonía móvil en España  
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o eMarketeer, April 17th 2001 The Global Wireless Market -- 
Benchmarking Europe with Japan and the US  
o eBiz Chronicle Com, reporting on Jupiter on M-Commerce in US, 
Europe, Japan saying that the West is failing to learn the lessons from 
Japan.  
· Technical aspects  
o GSM World - Press Release GSM ASSOCIATION ACTS TO 
SUPPORT MOBILE INTERNET SERVICES  
o GPRS – what’s in it for the user? From WAT Magazine.  
Word documents containing notes taken in the course of 
preparing the report. 
· Notes taken from PDF files included on this CD  
o Notes taken from report by CMT, the Spanish telephone regulator into 
competition in the Spanish mobile telephone market  
o Notes taken from the thesis written by Victor Pikula of Erasmus 
University, Rotterdam. Mobile Internet Services in Japan. 
Identifying organization as a key factor for success. .  
o Notes taken from the overview of results of the Nomura Eighth 
Cyber Life Survey results, November 2000.  
o Notes taken from The Japan Internet Report, by Morgan Stanley 
Dean Witter.  
o Notes taken from report by CMT, the Spanish telephone regulator on 
the Spanish telephone market in 2000  
· Scrapbooks of cuttings from the web created in the course of the project.  
These are organized as Word outline documents.  
o Cuttings on internet advertising  
o Cuttings relating to DoCoMo and i-mode  
o Cuttings relating to the mobile telephone market in Europe  
o Cuttings of survey information relating to i-mode   
o Document with statistics relating to i-mode   
o Cuttings relating to The address is Caja de Ahorros y Monte de 
Piedad de Baleares Sa Nostra, calle Ter, 16  Polígono Industrial de 
Son Forteza 07008 Palma Japanese mobile data services providers.  
Power Point presentations 
· Professor Josep Blat, UPF, provides an outline of the key findings of the 
report: i-mode viability study in Spain  
· The following presentations were delivered to an international seminar 
organized within the context of the preparation of this report.  
o Alice Devine, Royal Institute of Technology, Stockholm: Mobile 
Internet Content Providers - What can be learned from the Japanese 
experience?    
o Antonio Camara, New University of Lisbon: i-mode in Spain. 
Applications that May Make the Difference  
The prospects for i-mode in Spain and Southern Europe 
118  
o Victor Pikula, Erasmus University Rotterdam, Technical Manager 
Mobile Media: Japan: Identifying real factors of success, What are the 
myths?"  
 
 
